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MANNEQUINS leans 
GARMENT RACKS 
DRESS STANDS 
MEN'S FIGURES 
MILLINERY HEADS 
COSTUME FORMS 
COAT FORMS 
ELEVATION UNITS 
SKIRT RACKS 
CARD FRAMES 
FASHIONETTES 
BOY FIGURES 
GIRL FIGURES 
JEWELRY STANDS Be 
LUCITE NOVELTIES hand, th 
METAL STANDS 
PLASTIQUE ITEMS 
PAPIER MACHE 
TEE STANRS 
PANTS RACKS 
Leadership Pai tield means = cr ee SE OnE STALLS 
ener siaaes note of cence ams ite We diene CHROME CHAIRS 
by Korrect-Way Mannequins, Forms, Racks, Metal Fixtures, Wood COSTUMERS 
Fixtures, Lucite Creations, etc. Orders from a host of tne country's NECKWEAR HEADS 


biggest wholesale and retail organizations (names gladly furnished HOSIERY FORMS 
on request) attest to our ability to serve you. We invite you to learn SHOE SETS 














more about this unique plant (operating in Wood, Metal, Papier 

Mache and Plastics). Behind it are more than three decades of prac NE Ww MIRRORS 

tical tixture making experience—supported by an unequalled creative COUNTER LIGHTS 

ind designing personnel. Wire, write or phone your Distributor SHIRT FORMS pehciocs 


dramatizi 
today (name below)—and let him show you how you, too, can get WOOD STANDS 
more helptul nite more reliable : eliveries—more uniform quality BABY FIG URES 
and more style rightness in your displays. There's no obligation. 
FURNITURE 


NEW YORK— 15-17 West 36th - ATLANTA—Melvin S. R Co. « BALTIMORE—Williams Corp. - BOSTON—Eastern Displays, Inc. « BUFFALO 
a h & Son «e CINCINNATI—Genera! Display Corp. - CHICAGO—Hecht Fixture Co. - DENVER—Walter W. Martin « DETROIT—Art Products M 
« KANSAS CITY—National Equir 
Gul States { ploy PHILADELPH 
SAN FRANCISCO-——Kehoe Disp. Fix. Co. - ST. LOUIS—-Midwest Disp. Equi 


»ment Corp. « LOS ANGELES—Grossman & Silvers »e MINNEAPOLIS E. Hier Display Equip. Co. « NEW ORLEANS 
1A—Naythons Display Fix. Co. « PITTSBURGH—DeWeese Display Equip. Co. « PORTLAND—Turner's Display Stucio 


rp. e MONTREAL— Miller's Disp. Fix., Req'd. « HONOLULU—Bader and 
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FOR BISSELL: Early American atmosphere — carved head — fluted 
columns with miniature colonial doll figures present the new 
“American’’ Sweeper. 6 feet high. 


FOR TOASTMASTER: Mechanical action—cards open showing bridge 
hand, then close revealing illustration—dramatic colorful—é feet high. 


FOR PYREX: Revolving display platform—full relief carved figures 
damatizing selling points—attractive floor displayers—é feet high 
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FoR STETSON: Giant carved hat—outline map with hand painted 
Haures—Plastic Copy blurb—5 feet wide. 


UWE vwerant DISPLAYS 


That Feature Fast Selling 
Profitable Lines For... 


Dramatic Showmanship for windows large or small . many 


have mechanical action offered by over 50 of America’s 
leading manufacturers at no cost except small incoming trans- 


portation charge « e« e 


WLS Z/7-VENTS 
Small Displays that do a big job 


LIGHTS ... ACTION... FULL RELIEF CARVINGS 


Reserve yours now. 
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SIMMONS Zovw Ba/ covcnes 


Pree. ee New 20 page Structural Bend catalogue 


describing and illustrating uses. Write today for your copy. 
Also decorative plaque and plastic folder — Free. 


FOR SIMMONS 


FOR VANTA 
48 inches wide 


15 inches high 


W. L. STENSGAARD & ASSOCIATES, inc. 


346 NORTH JUSTINE AVENUE, CHICAGO, ILLINOIS 
New York Office: RCA Building, 


California Office: Leamington Hotel, Oakland, California 


Rockefeller Plaza 
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ANYONE C 


$100.00 first prize will be given for a 
picture of the display that uses FLEXIT 
in the most interesting and original way. 
There are no limits—any type of display 
with any type of merchandise. 
First Prize 
Second Prize 
Third Prize 
Fourth to Eighteenth Prize 


$100.00 
50.00 
25.00 
5.00 
% Every entry will receive careful consid- 
eration, for all of the judges are known 
leaders in the display field. Judging 
committee consists of: 


R. O. Johnson, Display Director 
Commonwealth Edison Co. 


SEND IN YOUR 





FLEXIT 


PHOTOS 


DISPLAY WORLD 





AN ENTER 


J. W. Campbell, Display Director 
Carson Pirie Scott and Co. 

R. C. Kash, Editor 
Display World 


*% This contest officially opens September 
15 and closes December 20. Winners 
will be announced in Display World as 
soon as possible thereafter. 


% Decisions of the judges are final. In 
the event of a tie, duplicate prizes will 
be awarded. All entries are to remain 
the property of Greggory, Inc... to use 
as they see fit. Here is your chance to 
win a free cash prize 


TODAYS 


10 E. Kinzie St. 
CHICAGO. ILL. 


with fluted bends” 


SEPTEMBER, 


$250.00 CASH CONTEST 











FREE? 


A 24-page FLEXIT idea booklet 
and catalog is available at your 
This booklet is chuck 


full of sketches to give you 


request. 


ideas; to act as a starting point 
in the creation of your own con- 
Write for 


test-winning displays. 


your free copy now. 


CHRISTMAS LINE 
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THE COVER 


The deft handling of men's accessories that 
is a characteristic of George H. Wagner, J. L. 
Brandeis & Son Company, Omaha, is very 
apparent in the display shown on this month's 
cover. Contrast is used very skillfully—note 
the light circles placed behind the hats so 
they will show up well against the dark back- 
ground. The heads are, of course, simply card- 
board cylinders painted as indicated. The 
large heads at the left are wall board cutouts, 
with air brush shading. 


1940 


"1940 will be the displayman's year. Quality is 
rapidly coming to the fore. Windows will again 
radiate luxury as they have not done since before 
1929. For the first time in years display managers 
will have the beautiful things to dramatize again. 
Artistry, beauty, prestige will be the important con- 
siderations in a year when the public will have more 
money to spend. The good display manager will be 
wise enough to keep in mind the fact that display, 
as always, must sell merchandise and he will not allow 
this lushness to rush his head.''"—John Pearl, Sales 
Manager, The Namm Store, Brooklyn. 


OUR NEXT ISSUE 


As usual the October issue will be our Spe- 
cial Christmas Number. Besides the regular 
features there will be presented a fine array 
of Christmas display suggestions, covering 
All indica- 


tions point to the most active holiday season 


windows, interiors and exteriors. 


for more than a decade, and budgets for 
display programs everywhere have been upped 
to make the most of this retailing opportunity. 
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The interest value of three-dimensional 
posters has been recognized for some time in 
the display field and a few displaymen have 
made effective use of this technique. That it 
is not employed more frequently is probably 
due to the length of time required to work 
out such treatments. 

On the other hand, the idea of the three- 
dimensional poster can likewise be applied 
directly to the background—in which case, 
due to its added importance in the display, 
the extra time can be justified. Such back- 
grounds can be adapted to practically any 
version of display—from functionalism§ to 
surrealism. 


The accompaning illustrations are of 
three-dimensional posters which are the 
work of three students at the New York 


University School of Architecture and Ap- 
plied Arts, of which Raymond S. Bossange 
is dean. Under the direction of Gilbert 
Rohde, problems in “materials composition” 
are used not only in a purely academic way, 
but are given an additional practical value 
as well. These posters were approched both 
as materials compositions and as commer 
cially usable designs. In each case, there 
fore, a definite subject matter was chosen 
and materials were considered not only as for 
texture and color, but also for their appro 
priateness to the subject matter. It is from 
this viewpoint, that displaymen 
concerned with three-dimensional posters o1 
backgrounds approach the problem 

While the advertising art 
average high in America, the poster of this 
country is usually inferior to 
those produced in Europe. It seems, however, 


naturally, 


would 
standards of 


regarded as 


that through some union of the poster and 


window display, which is at a very high 


level in America, a three-dimensional ad 
vertising form will soon emerge in which 
good artists will be given opportunity to 


express themselves. These problems in three 
dimensional posters were, therefore, chosen 
with an eye to future opportunities. 

As for the particular work being done by 
the N. Y. U. School of Architecture and 
Applied Arts, there was a very 
difference in response onthe part of different 
students. 
literary idea, or subject matter, such as an 
idea for travel ina particular country ; others 
conceived a poster telling of the products of 
a particular country, and then selected ma- 
terials that 
and thus made an expressive composition. 


interesting 


Some were able to begin with a 


were appropriate to the idea 


Another group of students, on the other 
hand, got nowhere by starting from literary 
content, and arrived at a composition work- 
ing much more abstractly on a basis of sen- 
sory perception, and then discovering liter 


ary content in the composition they had 





—Although shown here for posters only, the 
three-dimensional technique can be employed 
very easily for dramatic and interesting back- 
grounds. The posters illustrated are by sec- 
ond-year students at the New York University 
School of Architecture and Applied Arts, 
under the direction of Gilbert Rohde— 
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This latter method is, of course, the 


reverse cf the process that must be applied 


made. 


in the business world and further work with 
the student is in those cases required until 
he can start from a given idea and interpret 


it in appropriate form—as must the display 


man 

At the upper left is a three-dimensional 
poster entitled “Dial,” by Carl Broitman, 
using sand-cloth, plastic rod, copper wire, 

































































Three-Dimensional Technique 
For Dramatic Posters 


copper screen, and wood tor the materials. 

Upper right, “Debs.” by Flora’ Baldini. 
Paper, gold wire, aluminum, cellophane, and 
red plastic were emploved. 


Lower left, “Pepsodent,” by Bernard 
Breskey. The materials involved were Bake- 
lite, wood, wire, rubber hose, and cardboard. 

Lower right, “Spain,” also by Carl Broit 


man, using light and dark brown cork and 


wood. 
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Always Something New 
In New York Displays 


Furniture, furs, millinery and school 
clothes, all indigenous to the dog days of 
\ugust, were the features in display last 
month. For in the month of August, the 
contents of window display anticipate rather 
than reflect lite at the moment, though on 
second thought, it is this very thing, antici- 
pating a desire or need that characterizes 
display. Yet it does seem a bit more star- 
tling to observe in the sultry days of Au- 
gust the intense presentation of rich furs 
or the perennial favorite—the black dress 
with black velvet hat for autumn days. 
Indeed, the potential buying public has 
been so thoroughly conditioned during these 
past few vears by the artistic patterns and 
forms which have made up display settings 
in windows along the avenue, that now it 
not only casually accepts these artistic dis- 
plays, but anticipates the next change of 
windows For even an oustanding set of 
windows has but an ephermeral existence, 
and, instead of earning relaxation for the 
creator so that he may regain perspective, 
it simply establishes a precedent, to the end 
that store management, department buyers 
and the consumer public alike acquire an 
insatiable demand for more. And so the 
display generalissimo and his staff, indefa- 
tigably and zealously create windows until 
3 or 4 in the morning, only to begin charting 
for another set to supersede the one so 
meticulously wrought. Windows that en- 
tertain and yet inspire and stimulate the 
desire to buy for that desire to buy, 
which is in its essence the real responsibility 
of display, is in actuality being translated 
into a trend bearing the name of “Merchan- 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York 


dising Displays.” More and more, the tech- 
nical and artistic nature of display 1s mov- 
ing toward the desired integration of mer- 
chandising coupled with art. 

Display Director Irving Eldredge exe- 
cuted in an entertaining manner a series of 
three merchandising windows on clothes for 
school children. The proverbial saying, “An 
Apple for the Teacher,” served as the in- 
spiration of the display trim. Huge slates 
with black center and natural wood frame 
made side panels placed on an angle to 
right and left of the window. <A large cut- 
out of a ripe red-and-white apple with green 
leaves centered the slate panel to the right. 
“An Apple for the Teacher—Clothes from 
Macy's Youth Centre” was inscribed in 
black letters on the white portion of the 
apple. Entrance to a simulated school house 
formed the central background. Here in the 
open doorway, the felicitous teacher sat at 
her desk welcoming the return of her young 
pupils. Both teacher and desk were cutouts 
of white composition board . . . the desk 
washed in brown and showing the customary 
vase of gift flowers and books piled high 
and topped with a large red apple. Detail 
trim for the teacher was in red and yellow 
and the glow of a warm amber spotlight 
was directed back of her. The doorway was 
framed in simulated whitewashed brick with 
green cutouts on either side suggesting 
branches of apple trees. Fresh red apples 
were suspended by plaid ribbons and bows 
to green leaves—these seasonal groupings 
spaced over the surface of the “Apple Tree.” 
The littke mannequins were charmingly 
posed and showed to the best advantage 





their plaid skirts, kilties and little si 
suits. 


At Saks-Fitth Avenue, Display Director 
Sidney Ring used, in his own inimitable 
way, the simplest of display media for a 


most effective showing of men’s silk ties 
Hand-woven blue straw table mats were 
fitted in round cutouts spaced in narrow 
boards which were painted yellow. Each 
mat made an individual background for a 
blue and yellow patterned tie, the arrange- 
ment suggesting foothghts. Lengths of the 
tie silk were draped from the elevated unit 
and, with a draped length of white fish net, 
carried across the floor of the window. 
Other of the mats spaced on the fish net 
served as base for other of the ties, bev- 
erage glasses and gray felt hat. The ad- 
joining window similarly used the = straw 
mats in bright yellow for showing ties in 





red and yellow patterns. The backgrounds 
of this Fifth avenue stretch of men’s win- 
dows, which for many years have used the 
combination of modern woods, glass, and 
chromium, are now being remodeled. 

“IT want the most exciting fall hat in New 
York!” made the headline for the full bank 
of Fifth avenue windows at Lord & Taylor's. 
This dramatic stretch, which drew continu- 
ous crowds throughout the week, was an ex- 
emplary example on the part of Display 
Director Dana O'’Clare of coupling mer- 
chandising with art in display. The colors 
chosen for the velvet backgrounds were soit, 
yet rich, and in each window proved an ex- 


cellent foil for the autumn shades in mii 


—At left, velvet takes prominent place in this 
millinery display by Dana O'Clare for Lord & 
Taylor... . Above, stripes do their duty to win 
admirers for this millinery display, by Louis 
Villela for Altman's. (All photographs by cour 
tesy of Virginia’ Roehl Studios, New York)— 
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linery. “I want the most exciting fall hat in 
New York!—in American Beauty Brilliants 
from the millinery Salon—third floor,” read 
the fashion card against the blue-gray velvet 
mount in the window illustrated. The curved 
panels making the backwall and the floor are 
covered in this blue-gray velvet. (O’Clare 
customarily prefers the use of curved panels 
for backgrounds of 


women’s wear as he 


believes they create a softer and more femi- 
nine line for this type of merchandise.) 
Smoke gray pleated chiffon made the soft 
drapes used to right and left and just back 
of the window glass. American Beauty 
and French blue ostrich feathers are caught 
at the top of each drape, accenting the femi- 
nine angle. The skirts of the two tables 
are in white pleated chiffon and use the 


velvet for trim. Other of the ostrich feath- 
ers topped the mirror which has American 
Beauty velvet ribbon intertwined 
top of the white frame. The millinery stands 
are in white and are grouped at graduated 
All of the millinery heads are fin- 
ished in a slate blue tone, giving them an 
exotic and they wear blonde 
The seated mannequin car- 


across the 


le vels. 


appearance, 
orsehair wigs. 


—Above, a new treatment of the frame 

idea by Tom Lee for Bonwit Teller's. . . . 

Below, showing the crowds that constantly 

viewed the "most expensive’ hat display at 
Lord & Taylor's— 


DISPLAY WORLD 


ries a fur muff—muffs now being featured 
as part of the hat 
large windows used light beige toned velvet 


ensemble. Two of the 


as background with the millinery heads fin 


ished in a beige tone—hats in “rare greens’ 
shown in windows. In _ the 
with 


bag and gloves to match were shown with 


one of these 


smaller windows, hats in rusty tones 
cubes and floor panels covered in pink velvet 
while light green velvet made the choice for 
background in a window featuring bronze 
handbags and hats. 

However, it was the corner or “prestige” 
window which truly made the news, for here 
the “most expensive hats in the world” were 
presented. The were trimmed with 
jewel ornaments which brought the prices up 
to the This 


background gray 


hats 


five-figure bracket. window 


was done in velvet with 


the panels inset with narrow’ mirrors. 


Crowds, such as shown in the illustration, 


were gathered around the window = all 


throughout 
this 


through the day and evening 


each day of the entire week window 
remained in 

\n entirely new version of the portrait 
frame idea was used by Display Director 
Tom Lee in a series of windows at 
Teller’s. The 
finished in an egg-shell tone with 
light painting, on the 


depicting 


eight 


sonwit rococo trames were 
a charm 
back 
and 
flowers in a combination of the gayer tones 
The motifs on the side panels of 


the frame are 


ing and inset 


panel, cupids, fauns, fruits 
in colors. 
carried out in heavy cord 
dipped in egg-shell plaster and the delightful 
little cupids, which serve for millinery heads 


[Continued on page 45] 


—Above, Sidney Ring creates an effective 
men's wear display for Saks-Fifth Avenue. 
. . . Below, a different handling of the school 
display by Irving Eldredgs for Macy'’s— 
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The Institutional 





Institutional displays are not a new me- 
dium of selling a store to the public. They 
have been used for many, many years; how- 
ever, | believe that institutional displays are 
not used enough. 

\s I see it, there are many merchants who 
are not able to see the advantages derived 
from institutional displays. Just because 
there is no merchandise shown they feel 
they are not receiving any returns from the 
space or windows devoted to these displays. 
I venture to say that the returns from these 
displays, provided they are well planned and 
properly executed, are far greater than the 
returns from merchandise displays. Insti 
tutional displays sell the store—and when 
vou sell the store, you sell its merchandise. 

When we presented the plans for our first 
series of institutional displays—to be shown 
a full week prior to our fiftieth anniversary 
sale in April, 1937, and to occupy our entire 


By JOSEPH APOLINSKY 
Loveman, Joseph & Loeb, Birmingham 


battery of twenty windows, completely de- 


void of merchandise—they thought we were 


out of our heads. The buyers immediately 
put up the cry that it would kill business. 
In spite of opposition the displays were pre- 
sented as planned. Business did not suffer 
in the least; if anything it was better than 
the previous year. The comments received 
on the displays were numerous and compli- 
mentary. The public wanted to know what 
we planned to do the next year. This has 
now been going on for four consecutive 
vears. No doubt most of you have seen 
pictures of the three previous series shown 
in DISPLAY WORLD. 

To give you some idea of how we con- 
ceived these displays, I will begin with the 
first series shown. The theme was nothing 
new, as I have known of other stores using 
it. Our promotion manager, T. J. Twenty- 
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isplay 


man, used the idea in one of the stores 
where he had formerly been employed. — |: 
simply endeavored to show the people 

Birmingham just what was manufactur 
and produced in our grand city. To mai: 
tain the continuity throughout each of thes: 
twenty displays, in the background ther 
was a gold-framed oil painting 8 by 10 
feet of the factory or plant it represented 
and to the front was shown some of their 
products. We sold the top executives of 
these factories on the idea of paying for 
the paintings and when the displays wer 
dismantled they were returned to them. Thx 
artists painting these pictures received $100 
for each one. In these displays were repre 
sented four of our largest steel mills, the 
Alabama Power Company, the Birmingham 
Klectric Company, Alabama By-Products 
Company, Protective Life Insurance Com 
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pany, Perfection Mattress Company, and 
many others. Two windows were given ove! 
to labor and agriculture, since we did not 
want to overlook these two important ele 
ments. We bore the expense of these dis 
plays ourselves, and handled the arrange 
ment of the other displays. All the neces 
sary materials and products were supplied 
by the producers. In one or two instances 
they had their own display or advertising 
department look after the execution of thet 
showing. 

In connection with these displays, we ran 
five pages of advertising in one of the daily 
papers over a period of one week. One ot 
the comments we received on the displays 


—Different types of outstanding institutional 
displays are pictured here. . . . At the upper 
left, a window used by Dana O'Clare, Lord & 
Taylor, New York City, for a local charities 
drive. The 8-foot mural section is by Phillip 
Reisman. . . . The display above is by L. A. 
Banks, The Hecht Company, Washington. . . . 
At the left, by Joseph Apolinsky, described in 
the accompanying article-— 
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was that they had no idea such diversified 
articles were manufactured here in our own 
home town. 

The next series of displays shown the fol- 
lowing year was devoted to the beauty spots, 
playgrounds, and lovely homes of our city 
This time we were not so fortunate as the 
expense had to be borne by us. However, 
we used 4-by-8-foot enlarged photographs in 
natural colors and in connection with these 
enlargements the front of the windows held 
enlarged pen sketches of fifty-four of our 
foremost civic-minded citizens with letters 
on “The Future of Our City 25 Years Hence” 
written by them. Our publicity manager 
and I called on them individually, presented 
the idea and they cooperated practically 100 
per cent. I am sure you can imagine the 
amount of good will derived from the fam 
ilies of these civic leaders, as well as the 
emplovees of the concerns they represented. 


The manner in which we proceeded to ob 





tain subjects for our photographic enlarge- 
ments was simply to secure the services of 
a local photographer and have him make 
8-by-10-inch glossies of the subjects we 
thought would attract attention and create 
comment. They in turn were made into the 
enlargements as mentioned before. These 
enlargements are now the propetty of our 
city and are exhibited in the Municipal audi 
torium. The week these displays were on 
exhibit, there were also five full pages of 
publicity run by our advertising department 


—Laszlo Gabor, Kaufmann's, Pittsburgh, an- 
nually does an outstanding series of institu- 
tional displays. At the right is seen one from 
a group portraying "Peaks of Progress." This 
particular window shows, at the left, the prog- 
ress in medicine, remedies, and the like; the 
section at the right shows the electron ultra- 
microscope, which can magnify objects up to 
30,000 times their normal size, while on the 
background are photographs of such enlarge- 
ments. . . . Next is a Community fund display 
by George L. Heidt, Crowley Milner & Co., 
Detroit. The floor was covered with dry peat 
moss and the shanty was stained gray to give 
an appearance of age. . . . Below, a local 
charities display by Jerome Walter, for The 
Namm Store, Brooklyn— 
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Two out of 
every seven 
New Yorkers 
are aided by 
the 393 private 
health a 
agencies of t 

Greater New 
York Fund. 

























calling attention to the twenty windows and 
also carrying the views, pen sketches, and 
letters as shown in the displays. 

Our third series of displays, used in 1939, 
attracted the largest crowds. There were 
people looking at these displays from 6 a. m 
to 11:30 p. m. every day. They were also re 
produced and commented on by tour trade 
magazines. These displays covered our state 
of Alabama and gave the people of Birming 
ham an education in the wonders of our 
state and the many unusual things produced 
there. Entire classes of school girls and 
bovs were brought to view these windows 
by their teachers and any amount of com 
ment was passed on them in the classes. The 
theme used with these displays was “Out 
Pride in Alabama Knows no Bounds.” 

Here again we used 4-by-8-foot enlarged 
photographs in natural colors and to the 
front of some displays were shown the vari 
ous processes in the manufacture of the par 
ticular article or articles produced by the 
lactory\ exhibited. In other displays were 
shown smaller enlargements of places ot 


interest in our state—outstanding colleges, 


[Continued on page 44] 
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Back=To=-sSchool is theme 
In Los Angeles Windows 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 


Time marches on! And September drags 
the display profession unwillingly away from 
the beaches and the vacation atmosphere to 
re-open the pages of Back-to-School fash- 
ion knowledge for another term’s work. More 
than 75,000 children will put away their 
marbles to enter the schools of California 
scrubbed and kissed for the first time this 
month, and each of these children and their 
older brothers and sisters have or will have 
a complete classroom wardrobe. Additional 
thousands will reenter high schools while 
within Los Angeles County are five univer- 
sities, whose students are busily preparing 
for the all-important Rush Week, and the 
football games which are scheduled for the 
Rose Bowl and the Coliseum. These univer- 
sities have provided ways and means for 
the construction of beautiful backgrounds 
for window displays. They are nestled 
among attractive surroundings with trees, 
walks and striking architecture. All in all, 
the Los Angeles Back-to-School fashions 
are exceptionally fine, in our opinion, this 
vear, and window displaymen are doing a 
great job in showing the merchandise at its 
best. Many of the windows gave us the 
impression of how children must dream of 
school days The gargantuan books and 
pencils which decorate the showings remind 
us of how heavy our books used to seem as 
we carried them to and from the red brick 
house. 

Boys of all ages step into the school win- 
dow parade with clothes that fairly shout 


good looks and comfort. Kindergarten tots 


rejoice to find themselves in jersey suits 
with suspenders and elastic waists. Trousers 
and suits in the new Tweederoy and Textu- 
roy are ace high school bets for wear and 
favor. Boys of college age will be attending 
the sports activities in gaberdines and 
tweeds. For the collegienne and for little 
sister Janie, the match them, mix them 
vogue continues unabated, with corduroy the 
principal material for class and week-end 
rambling. 

The stores have so skillfully handled the 
three “musts,” looks, quality, and price, that 
every student, boy or girl, can have a com- 
plete wardrobe for classroom wear with very 


little strain on the family budget. 

Carnival, symphony and South American 
Clipper blue are the hues that are combined 
in the windows to make Betty Coed’s Rush 
Week a time to remember. Colors light and 
cool as the ocean breeze will thrill both 
sexes on the fall campus. The confusing 
international situation will also play a part 
in the getups for the collegienne. Yankee 
Doodle jewelry will adorn the neckline of 
the girls at their important proms. 

The 1940 vacationers to California have 
set a new high for “moving in.” People 
from every state in the Union come for a 
visit but invariably a greater number each 
year make themselves “natives.” Each fam- 








ily brings different ideas and suggestions 
from politics to fashions. It is from these 
people that California is earning the repu- 
tation for characteristic clothes design. The 
people with their ideas, manufacturers, and 
merchants cooperate to the extent that the 
suggestions are able to take root, are planted 
by one group, spaded by another, and wat- 
ered by all Californians who reach out for 
anything new and untried. 

The first window, or rather series of win- 
dows, pictured here is by Charles Borum of 
Desmond’s Wilshire. sorum devoted the 
entire store front to a very unique and strik 


ing presentation to convey the reopening of 


the city schools. Hanging from the centers 
of eight brightly illuminated windows, and 
from the large corner window, were twelve 
separate huge letters spelling the words 
“Back to School.” The letters were of block 
type made with strips of wood. Each lette! 
was wrapped with colored paper represent 
ing the numerous schools in the vicinity. 
Desmond’s caters to collegiate fashions for 
both sexes. However, this is the first time 


—Above is the entire front of Desmond's given 
over to the Back-To-School promotion by 
Charles Borum. . At left, an interesting 
treatment at Coulter's by John E. Cooke— 
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in our recollection that so much space and 
ittention has been devoted to Back-to- 
promotion. Each of the windows 
were individually tied up with an advertis- 
ing campaign where the roto section of a 


School 


local newspaper ran all-color photographs 
using live models, exactly as the mannequins 
appeared in the windows. Close up, the 
showings have photo enlargements of the 


local universities as backgrounds, and class- 





material as accessories. The corner 
window in which the word sack” was 
spelled out caught particular attention in 
that it was full of color with pennants and 
paper pom poms such as may be seen at the 
football 

The window pictured here 
Sidney Gorman of the May Company Wil- 
shire. It is one of a Back-to- 
School presentations featuring rayon Spin- 
for the smartly attired school 


room 


games. 
second is by 


series of 


Lin dresses 





The window card 


for Fashion.” 


girl, 


an ‘A’ 


“You'll get 
Oversized and brightly 
colored pencils, history and algebra books, 


reads, 


i notebook and pencil box give class room 
Along the edge of the huge 
pencil are the cut-out ‘Back to 


itmosphere. 
words 


—Above shows the use of murals by Dexter at 
Bullock's Wilshire. . . . Below, one of a series 
at May Company Wilshire by Sidney Gorman— 
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School.” The windows in this series were 
brilliantly illuminated, and were all tied in 
with another very comprehensive newspaper 
advertising campaign. 

Bullock’s Wilshire, a beautiful store which 
first 
number of 


we welcome for the time into these 
windows 
illustrated 
here was one of a series in which fashions 
for all hours of the school day, including 
evening, were shown. This window 
classroom apparel for the junior high school 
The mannequin is dressed in a buff- 


colored outfit and has a book under her arm. 


very fine 
The window 


pages, had a 


for school opening. 


shows 
miss. 


Over her right shoulder she carries one ot 
the modern, attractive portable radio models. 
In the foreground are accessories which in- 
redwood tree to 
denote the vacation just passed. There is a 
Back-to-School mural in the rear of 
window 


clude a cross section of a 


clever 
each which denotes the gloominess 
which the school children display upon en- 
tering their new term. 
the junior high age is revealed shows kids 


This mural, in which 












tOnixsoy 
CANPES  RiPRESE 


sitting under discussing their 


tions, others grudgingly 


trees, vaca 


walking to school, 
studying, etc. We are very happy to intro 
duce Dexter's window to you. 

The next 


J. W. 


college” 


Harvey Pettit ot 
“We go to 


Robinson's ad- 


window is by 


Robinson's and features 


women's apparel. 
vertising and display campaigns use campus 
representatives from the nearby colleges to 
their clothes. 
tures of girls from Pomona and Occidental 


model In this case two pic- 


were shown on a huge loose-leaf 
notebook in the background. The other page 
of the notebook is a combination outfit for 


popularity credits at college. 


colleges 


The outfit as 


described in cute wash drawings is one 


crepe rayon dress plus one dress hat plus 
one black skunk jacket plus one pair black 
[Continued on page 55] 


—Above, a display at J. W. Robinson's with 

the college slant by Harvey Pettit. . . . Below, 

a display of unusual interest at the Broadway 
Downtown by Stuart Raymond— 
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The small Window 


Displavmen, who are becoming increas- 
ingly aware of the great possibilities latent 


in the small window as a stage for their 


merchandise, have watched with interest the 
new media, lighting, and color effects, as 
well as the use of perspective, employed in 
the Fifth avenue windows of Elizabeth 
Arden, New York City. 

Jetty Godfrey, display director at Arden’s, 
has shown a sensitivity to spatial problems 
here which may well be echoed elsewhere. 
Through her windows she has proven that 
regular sized mannequins seem doubly dra- 
matic in smaller sized windows, and _ that 
miniature figures lost in larger displays may 
seem unbelievably remote and small if the 
figures are correctly placed and lighted. 

The Cinderella Ball) windows illustrate 
these principles perfectly. In one, Prince 
Charming, a tiny soap figure by Roy Patti- 
son, was spotted far up a marble staircase. 
The staircase, which seemed to penetrate 
far into a vast hall, was placed at an 18- 
inch angle. This and the large chandelier 
in the foreground increased the illusion of 
perspective. Use of the full height of the 
window and clever spot-lighting gave the 
same theatrical effect to the second window 
in which Cinderella waltzed in the fore- 
ground with Prince Charming. Marbleized 
paper was used in both windows. 

Quite the opposite effect was gained in a 
summer make-up window in which a life- 
sized mannequin was shown. This very 
simple window was so. effective with its 
casual use of what seemed a larger-than- 
life figure that it sold not only the dis- 
played cosmetics but also the bathing suit 
and parasol used for the figure. 

\ maxim for display is suggested by Miss 
Godfrey, namely, “the best part of all win- 





By BARBARA BAER 
New York City 


dows is color.” In her recent North and 


South displays she actually flooded her 


windows with color. To accomplish this a 
device, like that used in Trans-lux movies, 
casts the colored-lighting through a trans- 
lucent screen into the window. It was espe- 
cially striking in a window where the colors 
on the screen represented a stained glass 
window. 

The Elizabeth Arden booth at the World's 
Fair in the World of Fashion building is as 
ingenious as the windows. An _ intricate 
piece of architectural planning, it was pre- 
fabricated and brought to the fair in sec- 
tions. It contained two fully equipped air- 


iprvenny 
Vir 





conditioned treatment rooms and four coun- 
ters where cosmetics were sold and demon- 
strated. White plaster display stands stood 
out against the pink and magenta of the 
booth. 

Miss Godfrey is quick to point out that 
there is an aspect to her work other than 
the technical which makes her displays 
pleasing, and that is the fact that she is 
working with cosmetics. Cosmetics are fun 
to work with. They look nice and smell 
nice—and names like Blue Grass, Cycla- 
men, Stop Red, and Prince’s Feather lend 
themselves easily to promotion ideas. 


Non-Shedding Claimed 
For "Wonderland" Pines 


Displaymen who like to use natural pine 
trees for holiday decorations, and who dis- 


—Very effective use of small window space 
is made by Betty Godfrey, who has charge 
of display for Elizabeth Arden, New York 
City. Forced perspective, miniatures, and 
novelty contribute to eye-catching displays— 








like the usual tendency of the trees to shed 
their needles, will be interested in asser 
tions made by the Lake Shore Terrace Cor 
poration, 190 Monroe avenue, Grand Rapids 
The firm has a Michigan plantation of 108, 
500 “Wonderland Trees” which are guat 
anteed to stand up for five or six months 
without shedding. The pines are availabl 
in lengths ranging from 3 to 12 feet, eithe: 
natural or in various color combinations o1 
in gold, silver, or white. Special water color 
combinations can be furnished for special 
decorative purposes. 
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The Customer Is King 


The first job of any window should cer- 
tainly be to sell goods, and to do so it must 


be attractive. But the term “attractive” is 


comparative. What might appeal to our 
customers would not necessarily attract 
those of Wichita or Los Angeles. Accord- 


ingly, we feel that we as an individual shop 
should give our clientele a Jonasson window 
and not one which might seem a copy of 
a display in another store. 

Our window displays are very simply 
done and inexpensive. The merchandise, not 
the background, is outstanding. After all, 
we don't want to sell backgrounds, but we 
must sell our merchandise to continue going 
ahead as we have been doing the last few 
years. Surely a business wanting to make 
a profit should have enough character and 
courage to individual style of 
display—one most favored by its customers, 
in order to bring them into the shop to see 
what is happening. Such displays should be 
attractive enough to result in purchases— 
and the character of the display should be 
such that one can adhere to that 
rather than being very elegant one week and 
“sub-basement” the next. 

You must stop the shoppers and keep them 
after stopping them. They expect good 
taste and originality; they expect to see the 
merchandise that they can afford to pur- 
chase dramatized and looking very beautiful 
They 


choose an 


style, 


and more expensive than it really is. 
expect gaiety and cheerfulness in displays, 
particularly in such times as we are expe- 
riencing at present. They expect neatness 
and cleanliness; the very least bit of care- 
lessness or untidiness can spoil the entire 
effect of an otherwise lovely display. 

Our customers do not like over-crowding ; 
they want to see all that is in the window 
in a few They expect to see that 
which is new, and to see it in natural set- 
tings which are beautiful. But they don't 
want to see those settings handled in such a 
way tnat they will be lovely only to a few 
of us who may be artists of a sort. We 
simply can not do display that ‘is over the 
They have enough 
is—we 


seconds. 


heads of our customers. 
problems to bother them as_ it 
shouldn't add to them, even if unconsciously. 
It is mind that 
people resent what they don't understand— 
so the use of surrealism or similar display 
treatments should be automatically barred. 
It is the clean-cut, concise, planned display 
that sells. 

It seems that this article, which was sup- 
posed to reflect the writer's own display 
philosophy, has turned out as a discussion 
of the display philosophy of our customers. 


also advisable to bear in 


—Typical Meyer Jonasson's windows are pic- 

tured here. The displays are purposely kept 

very simple, with emphasis on the merchan- 

dise. Display settings usually take the form 

of natural environments, with inexpensive prop- 
erties being used extensively— 


By HOMER KEPHART 
Meyer Jonasson's, Pittsburgh 


So much the better, for what little I've 


learned of display has been picked up from 
win- 


them. All of our windows are their 





The customers can exist without me 
easily—but neither this store nor the 
writer can exist without them. 


dow S. 
very 
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Fall Atmosphere Abounds 
In Chicago Windows 


They're all back again autumn’s ac 


complices crowding to the foreground 
for their share of the spotlight! 
the leaves ... gay as a rainbow, falling, 


There are 


falling, falling all over the September scene, 
State street 
conjuring up a 


transforming much of urban 
into a veritable forest 
crisp woodsy tang and the smoky scent of 
bonfires to haunt the nostrils of passersby. 
There's the little red school house making 
its bid for attention and there are classroom 
pedagogues and 
pupils in 
There are campus cor- 


classics with paper doll 


laughter-provoking mechanical 
every other store. 
ners and stadium tableaux and co-eds wav- 
ing pennants spotted all over Show Window 
Town. And there are seasonal lessons to 
wives and husbands and people in general 
on how to pick their chins up, take on new- 
fashioned, sure-fire personalities, and step 
ahead with the gala fall parade. All in 
all, the September medley is one to delight 
every member of Chicago’s shopping family. 

“Picturizing” china and table crystal, J. R. 
Cooper, display supervisor at Mandel Broth 
ers, does an effective series of four window S. 
each following the same decorative theme 
but carried out in a different color scheme. 
Chief display piece in each window is a 
shadow-box picture frame, approximately 5 
feet high and 9 feet long and containing two 
full-length shelves upon which the merchan 
exhibited to excellent 
Branches of deep red leaves overhanging 
the top of each frame lend a_ fall 
Standard walls and platforms are used in 
Legend on a stand-up poster in 
the first window, carried out in powder blue 
and lemon yellow, “Stunning Ex- 
amples of American-Made Crystal To Ac- 


dise 1s advantage. 
note. 


each set. 


reads: 





By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


company Your Finest China.” Second win- 


dow, done in gray-green and_ chartreuse, 
features dishes, carries a poster reading: 
“Unsurpassed in Richness and Quality. 

Imported China Dinner Sets for Table Set- 
tings of Great Distinction.” Going patriotic, 
the third exhibit 
“Three Cheers for American-Made Dinner 
Sets in a Wide Selection of Lovely Designs.” 
The window is attractive in two shades of 


gives out the message: 


green, while the fourth of the series is be- 
comingly dressed in orchid and green-gray 
tones. 

Outdoor triumph at 
the Madison street windows devoted to teen- 
age girls. At left stands a sturdy looking 
tree, with a decorative flat trunk of gray 


Mandel's is one of 


composition board and realistic boughs of 
wine-turned foliage. One branch holds a 
white rope which 
mannequin trimly garbed in wine velveteen, 
and about the trunk swirl yards and yards 
of wine and blue velveteen material. At 


swing beside stands a 


right two velveteen clad models are giving 
their undivided attention to a Scottie on a 
A clever poster in the form of a huge 
two-toned cardboard leaf lies upon the floor, 
reads: “The Party-Going Teen Proudly 
Wears Velveteen.” Teen-age jewelry 

lockets and dainty charm bracelets ... and 
other dress accessories are arranged about 


leash. 


the moss-strewn floor. 

Ingenious as ever, J. W. Campbell, dis- 
play director of Carson, Pirie, Scott & Co., 
does a group of windows dedicated to “That 
Two-Piece Look” and Lucien LeLong’s new 
Black Tulip lipstick. 
into twin panels, is gala with a pair of 
green circular flower beds with paper grass 
On the cir- 


Each window, divided 


and a profusion of black tulips. 





cular grass plot surrounding each flow 
bed is an exotic white mask with dark re 
giant tulip petals an 
a display of lipsticks. The cosmetic post 
reads: “Black Tulip Lipstick A New 
Dark, Daring Shade To Wear with Fall 
Costumes.” All models in the series weat 
frocks in various 


lips surrounded by 


two-piece suits, gowns, 
colors and accessories are featured in ever 
window. 
black and white poster titled “That Two 
Legend in the first panel 
is Smart in Subtle Taup 
Metalli 


Each panel carries a hand-lettered 


Piece Look. 7 oo . 
continues : 
Accessories of 


accented with 





Bronzella.” “ In Sophisticate’s Black 
is Made Even More Alluring with Accesso- 
ries of Bronzella.” “ ...Is One of Allure 
in Your Tunic for the Hours from Dusk 
on until Dawn,” and Done Cleverly 
with a Jerkin on your Jet-Trimmed Dress 
for Afternoons” are other messages in the 
series. 
One ot 
store’s Madison street side is smartly ar 
ranged with a realistic little tree with the 
gayest of leaves and green balls and a poste! 
tacked on its trunk announcing: “Casuals 
To Covet Soft Star Sapphire Blue and 
a Dash of Red Suede for your Smart Fall 
Entrance.” 


Carson's spot-windows on the 


Two mannequins, one on either 
side of the tree, are dressed in street-going 
outfits that carry out the featured colo 
theme and down front center is a saucy 


—Above, this display at Leschin's attracted 
much attention. Mannequin is breaking through 
roof with strong orange light on background. 
Caption on card, "The sky's the limit.” . . 
At left, one of series at Carson's featured by 
silvered foliage breaking through a paper 
background. (All photographs by courtesy of 
Fred Kuehn, Photographers, Chicago) — 


1940 
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wire-haired terrier holding a leather purse 
in his mouth and standing in the midst of 
an enviable collection of accessories. 

Autumnal background for a display of 
shoes, gloves and purses is achieved through 
the use of a metallic blue panel behind a 
large square back opening and a section of 
an extremely real looking forest tree with 
crimson foliage silhouetted against the sky. 
Formalized stump motifs of plastic mate- 
rial complete the outdoor atmosphere. Stand- 
ard display pieces in a modernistic vein are 
painted soft buff and apricot. 

Twenty mannequins in Charles A. Stevens’ 
center front window are making women suit 
conscicus in a big way. To the leit a group 
in a variety of fur-trimmed suits stand be- 
hind a hand-lettered poster championing 
“The Fur Trimmed Suit in Rich Soft Fab- 
rics that Drape and Tailor Magnificently.” 
Poster beside the center models reads: “The 
Black Suit in Three of the Newest Silhou- 
ettes . . . The Double Breasted Tunic 
The New Longer Jacket . . . The Young 
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Box Jacket Type.” To the right, where the 
mannequins are lovely in shades of magenta, 
blue and green, a third placard praises 
“The Jewel-Tone Suit Glowing Colors 
Wondertully Becoming in Soft Little Suits, 
Each with its Own Matching Blouse.” 

J. Pollari is display director. 

The State-and-Washington corner window 
of Marshall Field & Co. is resplendent with 
white and silver and formality. The floor is 
entirely carpeted in a gleaming white furry 
napped material, and above the chaste gar 
den wall and in the center background open 
ing are shimmering branches reaching out 
in all directions, their cellophane needles 
and trosted pine cones catching the overt 
head spotlights so that they sparkle daz 
zlingly. Twin plaques announce: “The Nat 
row Silhouette for Dinner and Afte1 
Interpreted in Rose and Silver.” Four stand 
ing mannequins and one seated upon a tot 
malized wooden bench are gowned in ex 
quisite floor-length dresses in the suggested 
colors. Accessory wagons carry gloves and 
glitters and party bags \rthur Fraser is 
display director of Marshall Field & Co 


Fraser devotes five windows on the State 





street side to the dramatization of brown 
furs to be worn with black. Legends read 
“Brown Furs are Black’s Best Companions” 
.. “Lustrous Brown Furs, A Lovely Com 
plement to your New Winter Coat” 
“Choose the Supple Beauty of Brown Fur 
Jackets to Highlight your Fal! Blacks” 
“The Rich Simplicity of Brown Furs Su 
perbly Lovely with Autumn Black” 
“The Subdued Elegance of Brown Furs, A 
Subtle Match for Fall’s Black Costumes.” 
Windows vary only slightly in treatment 
Kach is dominated by a decorative pine tree 
soaring out of sight, its paper covered trunk 
a symphony of white and silver, its snowy 
needles resembling a white fire-broom. Each 
has a cleverly designed modernistic bush, 
flat in contour, its outline a frame of white 
wire, its foliage, white gauze stretched over 
the frame. Graceful wooden branches are 
enameled white wood. 










—Top, this back-to-school display at Russek's 
compels attention by its fine use of dramatic 
lighting with vari-colored spots. Center, a 
clothing and accessories display at The Hub, 
captioned, "Back to the college grind." Bot- 
tom, an outstanding men's wear display for 
Baskin's— 








rends 


(Editor's note: The following was deliv- 
ered recently before the store management 
group of the National Retail Dry Goods 
Association. The paper was prepared by the 
store planning and display division of Sears, 
Roebuck & Co., under the supervision of 
lL. S. Janes, director, and delivered by D. F. 
Hines, assistant to Janes.) 

Before we begin any discussion of mod- 
ern trends in display, it might be advisable 
to come to some understanding as to just 
what the word “display” means today in the 
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By D. F. HINES 
Sears, Roebuck & Co., Chicago 


field of retail selling. If you are thinking 
of display in terms of elaborate show win- 
dows, of decorative interior trims, of an Art 
with a capital “A,” then we are talking about 
two different things. Too many merchants, 
even in this supposedly enlightened era, re- 
gard display as a purely decorative concept, 
nice enough in its way, but not directly 
concerned with selling. It’s that concept 
which is keeping display from taking its 
rightfully important place in the merchan- 


dising field. Because of the connotation 


¢ 











NOW'S THE TIME - THIS IS THE PLACE 
SAVE IN THE AUGUST COAT SALE 
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n Display 


which it gained in many years of misuse, 
“display” is, in itself, an unfortunate term. 
What we are really dealing with is the 
presentation of merchandise, and “merchan- 
dise presentation” is a far more accurate 
and meaningful description of the job than 
“display.” To sum it up in a few words, our 
job is to so present merchandise that we 
make it increasingly visible, accessible, and 
easy to buy—that we simplify the work of 
the salesperson, and enhance the eye appeal 
of the merchandise. In order to make this 
job efficient, we must concern ourselves with 
such fundamentals as the design of fixtures 
which will function with maximum effective- 
ness, and the control of customer traffic flow 
in order to achieve the maximum profit 
from it. Further, this logically extends to 
include the design and type of the building 
which will house the varied activities of 
retailing. 

Customers come into our stores to see, 
handle, and buy merchandise. 
or failure of the merchandise presentation 
job depends solely upon its effectiveness in 
bringing merchandise and customer together 
in such a way that the merchandise can, in 
so far as it is possible, sell itself. No amount 
of mere decoration can achieve this end. 
Forget the idea of display as an added fea- 
ture, and concentrate upon the two really 
important factors upon which a merchan- 
dise presentation job depends: the merchan- 
dise you have for sale, and the space you 
have available to sell it in. 

It costs approximately $3.50 per square 
foot of selling area to fixture and set up 
a store—merely to get ready to do busi- 
ness. Based on average figures, including 
such overhead as rent, maintenance, pay- 
roll, depreciation, etc., it costs an average 
of $19 per square foot of selling area per 
vear to maintain this space in which you 
offer merchandise for sale. These amounts 
may vary somewhat from store to store, but 
they can be considered as fairly typical. On 
the basis of these figures, it is extremely 
obvious that a spray of dogwood blossoms, 
a plaster nymph, or a bunch of signs with 
fancy lettering are poor insurance indeed 
in bringing you a profitable return on your 
investment. The important factor is not 
decoration, it is an intelligent merchandising 
of your costly selling area so that every 
square foot of space not only pays its wa) 
but returns a proper profit on the investment 
required to equip and maintain it. 

The best decoration a store can have, and 
the most interesting to the customer, is the 
merchandise itself. The function of display 
is to make the most of that merchandise, to 
present it to the customer so that the desire 
to possess it is simulated, the possibility 
of examination is facilitated, and the actual 
process of buying is simplified. The han 


The success 


—Typical Sears, Roebuck displays as planned 
under the supervision of L. S. Janes— 
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dling and examination of merchandise is a 
very real thrill to the average customer— 
and the best possible use of space and mer- 
chandise is the one which exposes the cus- 


tomer to this satisfaction at every oppor- 
tunity, which enhances rather than over- 
shadows the merchandise, and which _ in- 


creases its potential sales appeal. 

\ store is, in the last analysis, only a 
machine for selling. And like any other 
machine, the more simple and mechanical 
its operation, the more efficient it becomes. 
Simplified, effective merchandise presenta- 
tion, making the best possible use of space 
and probably the 
possible forward step now to be 


greatest 


taken in 


merchandise, is 
setting up this type of machine. Consider 
how closely the average store today resem- 
bles the twenty There 
may be some slight changes in fixtures and 
set-up, but they are ridiculously slight. The 
basic fallacy behind the anachronisms com- 


store of ago. 


years 


mitted in the name of merchandise presen- 
tation lies in a distorted approach to the 
problem. This is a spending country and a 
buyer’s age. We can not emphasize too 
strongly the fact that the era of high pres- 
sure selling in department stores is defi- 
nitely past. And yet the average store is 


so set up that personal service, personal 
selling is required for almost every customer 
sale. More stores can no longer afford that 
type of selling and still show a satisfactory 
profit. 

Department store expense has risen 35 1 
cent in the last twenty and a large 
percentage of that increase is in labor costs. 
The codes, the in- 
crease of “controlled 
economy,” wages and hours regulations, so- 
regulation 


eT 


years, 


labor 
instituted 


development of 
government 


cial security taxes, government 
of peak load hiring, ete., are all making it 
increasingly impossible for you to maintain 
the sales required for an effective 
personal high-pressure sales job. And even 
if you could afford it, your customers don't 
want it. Self-service, in many variations, is 
no longer a trend—it’s an accomplished fact. 
The depression, with its lowering of incomes 
and its increasing of the time available to 
the average person for shopping purposes, 


torce 


only hastened what would probably have 
happened anyway. The average American 
today likes to serve himself; he likes to 


examine the merchandise and make up his 
own mind in his own way as to what he will 
buy. The proot of this, if vou need proof, 
lies in the almost phenomenal success of the 
super market, the highway store, and similar 
manifestations of customer preference for 
the self-service system. 

Yet in the this fact, most 
today are still so set up that the customer 
is effectively blocked off from the 
percentage of the merchandise, still depen- 


face of stores 


greater 


dent almost entirely upon clerk service be- 
even begin to examine the 
want to buy. Displays are 
decorative arrangements designed to “beau- 
tify’ the store, to add and interest, 
but they are behind glass or high out of the 
customer’s reach—they don’t attempt to ex- 
Plain the merchandise, to facilitate the cus- 
examination of it, or to do a real 
selling job on it that would simplify the 
salesperson’s work, and cut down the size 
We do not say, 
merchandise 


tore he can 


goods he may 


color 


tomer’s 


of the sales force required. 
that type of 


of course, 


every 
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can be so set up as to sell itself completely. 
We do say that practi- 
cally every type can be so set up that it 


most emphatically 


goes a long way toward selling itself. The 
realization of that fact on the part of the 
average retailer will be a very fortunate 


thing for his balance sheet. 
With the passing of every year, competi- 
tion is steadily becoming a more crucially 


important factor in the necessity of main- 


taining payrolls at their present level or 
even reducing them. And yet, with the 
growing labor regulation we have men- 


tioned, there is the accompanying necessity 


for higher wages for each individual sales- 
person. The answer to these mutually con- 
tradictory necessities lies in increased effi- 
ciency for the individual clerk. Here mer- 
chandise presentation of the right type plays 
an all-important role. Effective presentation 
combined with the 


of merchandise, cus- 





‘THANKS FOR SAVINGY AT SEARS” 


Hitt 





willingness to 
for him 


tomer’s 


help himself, if it is 


made easy to do so, augments the 
salesperson’s efficiency, reduces the time he 
and, in 


effect, increases the service without increas 


or she must devote to each sale, 


ing the payroll. More sales per clerk and 
per customer are the direct result of cor- 
rect merchandise presentation. 

\nother point to be considered in this 


connection is the fact that the average cus 
tomer has a rather exaggerated idea of the 
importance of payroll as overhead—as a fac 


tor in determining prices. If a store is so 


set up that the customer can buy what he 
wants without effort, and at the same time 
can see that the number of clerks is held 


to a minimum, the idea of economy and re- 
sulting low prices is firmly, if unconsciously, 
planted in his mind with regard to that 
store. 


[Continued on page 47] 
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Chilly Days Ahead? 











—Here are some display ideas for those crisp days of late fall and early 
winter. Left hand column, top: ski wear setting by Georg Low, P. U. 
Bergstroms A. B., Stockholm, Sweden. Walls are covered with unbleached 
sheeting, on top of which light blue flannel is applied to simulate moun- 
tains. The figure of the man on the background is cut from flannel, 
with all lines marked out with plywood cutouts. . . . Center, a Stetson hat 
window by C. M. Shrider, A. M. Starr Company, Zanesville, Ohio. . . . 


























Below, by William E. Mixon, Kresge Department Store, Newark. . . . Right 

hand column, top: by Charles A. Merrill, for Berry-Burk & Co., Richmond. 

. Center, by Clement Kieffer, Jr., The Kleinhans Company, Buffalo. 

The fence is made of chestnut saplings, while the rough adzed frame adds 

interest to the blow-up of the hunter. . . . Below, by Leo Ball, for Max 
Adler Company, South Bend— 
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A MODERN PLANT dedicated to 


better Merchandise Presentation 


Careful attention to the needs and trends 
presentation of the Department Syndicate and Variety 
has prompted the expansion of the 
metal display fixtures, into the manufacturer 
composition display forms. Smartly 
millinery heads and forms for Men’s and Women’s 
Wear sculptured in the most appealing, life-like 
manner by master craftsmen, fineness of 
detail to enhance the appearance and 
proper display of your merchandise. 


world’s 


Write Now , 
for New 92 
Page Catalcg 


\ ° 
\ 


DARLING DISPLAYS SOLD BY 
AUTHORIZED DISTRIBUTORS 
IN ALL PRINCIPAL CITIES 


L. A. DARLING COMPANY 
BRONSON MICHIGAN 


in modern merchandise 


largest manutacturers of 
of papier mache and 
styled, up-to-the-minute designs in 





fields, 


Store 








No. F-114 
minded merchants need 


conscious young 


Truly the answe 
» properly sell 


Americans 


to what display 
style 


The most cor 


rectly proportioned form on the market today to 


advantageously show 


girls of 16 and 17 years 
emphasize 
with flange 


delicately molded breasts 
Form 
standard, 


throughout. 
to slip 7%” 


ENAMEL FINISH 
BIMINI FINISH 


ORDER 
NOW 


teen-age 


equipped 


styled dresses for 
Tiny waists with 


girlish lines 


$8.25 
$6.60 


DARLING f3 DISPLAYS 


METAL 4 PAPIER-MACHE 4 


COMPOSITION 
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By ARTHUR LOOMIS HARMON, Architect* 


Every five or six years the Metropolitan 
Museum of Art courageously undertakes a 
comprehensive exhibition of American house 
furnishings. The three defining words in 
the titles by which these exhibitions may be 
judged are “contemporary,” “industrial,” and 
“art.” The present one is the third of the 
series (continuing, we hope), all staged in 
Gallery D-6. It would pay those who are 
interested in such matters to compare the 
1940 exhibition with photographs of the pre- 
vious two, if for no other reason than to 
see how on each occasion there is an agree- 
ment in mood and tense throughout and yet, 
taking the series as a whole, there has been 
little uniformity of thought as regards basic 
philosophies of design 

In 1929 materials were as rich and costly 
as the purse could buy, and the purse was 
overflowing. There was a lush elegance 
which emphasized industry only as a patron 
of the arts. 

In the 1934 exhibition, however, it was 
agreed that the objects were to be limited 
to those within the price range of a national 
pocketbook which allows $22 per room per 
month for rent. That was in the mood of 
the hour. The result was what might be 
expected. 

Now we have the expression of 1940. The 
effect of the World’s Fair is evident. There 
is less of “style,” and there are more stunts. 
Phe depression has lasted so long that it is 
no longer such a brake on creative effort; 
it even ceases to rate capitalization. But 
materials show a marked economy. Uncon- 
sciously perhaps, designers have striven to 


Reprinted with permission from the Bulletin of 
rhe Metropolitan Museum of Art. 





New York City 


replace the distinction of perfect lines and 
the luster of rich materials with the impact 
the drama of light and 
Consequently, 


structural materials are sometimes part of 
the finished surface. Lighting plays through- 
out a prominent part in the effects. 

{ lighting, perhaps, we get 
from the possibilities of 


In this matter « 


living conditions than anywhere else. This 
is a show; the museum provides curr 
without limit or question. In daily life t! 
is not the case. Daylight is still the m 
popular form of lghting; and when it is 
not available, spotlighting has the ty 
dimensional limitation of the stage. Even 
so, here is what seems to be a tendency of 
interest to the lighting utilities corpo: 
tions. 





There are also new expressions in mate 
rials and finishes which will unquestionably 
be adopted because they offer attractive ap 
pearance at a cost made possible by quantity 
production. 

The contemporary quality of the exhib 
tion is patent. It is strictly in accordance: 
with the specifications. 

The industrial side is more marked than 
heretofore. It may be safely said that ther 
is considerably greater evidence of industry 
in art than of art in industry. 

As to art, this exhibition more than any 
other offers a cross section through tli 
varying attitudes of design today. Th 
show window has, as a result, something 1n 
it for everybody. If the visitor's criterion 1s 
that which has governed selections through 
out the museum's galleries, he will find art 
also in the exhibition, and if his sense o! 
beauty is satisfied only by the evidence ©! 
function, a new idea, or an appeal to reaso! 
he will find those also. 


—Above, "Metals and Glass,’ by Ely Jacques 

Kahn, architect, and Walter W. Kantack, de- 

signer. . . . At left, “Ceramics, Glass, and 

Plastics," by Arthur Loomis Harmon, architect, 

and Leon V. Solon, designer. . . . Both photo- 

graphs by courtesy of The Metropolitan Mu- 
seum of Art, New York City— 
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New e e AUTUMN MURAL 


Picturesque, attention-getting. Light blue, yel- 
low, brown, red and dark green on white 
Nu-Craft corrugated board, 40” wide by 72” 
high. Per mural (No. 42 R): $2.95. 


New » AUTUMN LEAVES VALANCE 


Wind-blown leaves add autumn brilliance to 
any display. Red, orange, green, tan, and 
brow n, on light amber C orrugated Tone- ‘Craft. 
19” wide by 25’ long. Per Valance (No. 60 M): 





Newt. AUTUMN LANDSCAPE 


Blue sky with the brilliant browns, reds and oranges of 
autumn foli: age. On Tone-Craft, with corrugated back- 
ing. 40” wide by 28’ long. Per ‘roll (No. 59M): $5.95. 


New.... 


HALLOWEEN 
CUT-OUTS 
Black and 


orange Cats, 

witches, bats, 

and other hol- 

_ symbols, 21 pieces, 4” to 
’ (No. 45): $1.50. 


A full range of ruddy fall colors...ctispness in the air... fresh, 
eye-catching backgrounds ... these features make the new Sher- 
man display materials headliners for harvest displays and profits. 
Murals bring new themes for up-to-the-minute displays, help 


focus attention on merchandise, convert buying impulse into 


action. And cut-outs add spirit and fun to any display! 


rx 7 


~ 





New + « « HARVEST MURAL 


Processed on Nu-Craft Corrugated Board in 5 harvest colors: golden orange, yellow, 
apricot, brown, and autumn red. A fraction of what it would cost if mac de to order, 


40” high by 72” long: Per Mural (No, 41R); $3.25. 


SUM Big News ... 72’ NU-CURVE IN 8 COLORS. 


Classic beauty of large, Grecian (inverted) flutings. Quickly made into sturdy, attrac- 
tive columns. 


Write now to Dept. D-9, 


for the new Sherman Fall and Christmas Display Guide. 


SHERMAN PAPER PRODUCTS 
CORPORATION 


Makers of Corrugated Specialties for Displays 
NEWTON UPPER FALLS, DEPT. D9, MASSACHUSETTS 
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—A very interesting cutout is the center of 

interest here. The arms and legs are placed 

around the post as shown. The figure can be 

cut from light metal, heavy paper, or pliable 

cardboard. These units have the advantage 

of looking well from either front or back; the 
sign has great visibility— 


—For the early promotion of fall 
and winter furs we suggest this 
dramatic post decoration, show- 
ing an appealing boar cub stand- 
ing on an ice floe and holding an 
appropriate sign. This unit is of 
course designed so that the sign 
projects into the aisle— 


TAAL 


TULA 





De SAULT —RERE a 





—New linens for Thanksgiving can be 
dramatized by means of this special 
display above the linen stock. The 
idea presented here shows the use of 
a large cut-out turkey on which is dis- 
played a round centerpiece. At either 
side are baby turkeys bearing smaller 
centerpieces to match. Back of this 
group can be arranged a display of 
table cloths, napkins, and the like— 


























—Here is another anniversary post dec- 
oration to add to the collection shown 
in the July issue. This is an angle shot 
at a birthday cake which gives the dis- 
playman an opportunity to show his 
ability at cut-out work in the lace effect 


around the bottom of the cake— 
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F + ‘ NEW 
in PA EST 
+ * TRIOTIC 
* DISPLAYS 
> Interpret The Popular Americanism Vogue Smartly With Inspiring 
VEL ELUR 87° 
* 
> 
+ * For all holiday and patriotic displays and for an All- \merican Christmas. Perfect 101 
window backgrounds. post trims. wall cases, panels, etc. Style A Sparkling RED 
tinsel stats on field oy stately white 6” stripes which are painted on hackground ol 
BLUE Velvelur. Style B Blue stars Oo" field of white 6” stripes on hackground of 
x" RED Velvelur. 
* In rolls: 87 in. high x 18 ft. 36 ft. or 75 ft. 
Shipped in individual cartons. ready for use- 
SAMPLES QUICKLY ON REQUEST 
x For New: Eye-Catcher Ideas for Football. College and Christmas Displays 
# Send for New Free Velvelur Catalog Today! 
The ACE pAPER cO., Inc: 
* a Display Division 
DEPT. 18: 426 WEST BROADWAY NEW YORK. N. ¥. 
VELV 
4  * ILLINOIS, W ELUR D 
oH - Lake, St.” Chicago, I eminent 
, IL; -Cor 
Cov. Advance’ Disp I; CALIFORNIA~Sales Paper & Suppl 
Cor —Harvey gg Inc.; t ,PHILADELPHIA—Ar é ienele = 
Ser ST. LOUIS Maxwell Co.; NEAPOLIS—L Arrow fain Co., 
ww | a: I E. CINCINNATI E. Hier,; Salat 
play Studios H—Art R aa as —General —— 
“ , ohen, Inc.; ATLANTA W. 0 
TTLE—-Champion 


JUST what 
LOOKING for--- 
Win-do-board 


A colo 
red and emb 
“es mbossed 
— — with a ee 
= efor silk screen “a 
ring, and Air-Brush 7 
work. 


DIE CUTT " 

: lo i 

in Beautiful Colors— 
. your dimensions 


Also — Wi 
in-do- 
o-wave — Win-do-dec and Wi 
in-do-art 


THE AJAX BOX CO. 7°52 
| 2210 SO. UNION AVENUE 
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We are pleased to present to the members 
of the I. A. D. M., and the display profes- 
sion at large, the sound financial status of 
the asscciation at this time. When J. B. 
McCann took over the stewardship of the 
association as its president in 1939 he found 
a debt burden to liquidate. <A policy of 
economy and sound business practices was 
inaugurated which made possible the re- 
ports which are presented herewith. These 
reports are not only the rightful property 
of the entire membership, but it is our fur- 
ther duty to make these reports available to 
the entire field which it is the purpose for 
this organization to serve. 

This report will show first the accounts 
of the I. A. D. M. as they were turned over 
to this administration last August. At that 





BALANCE SHEET 
August 1, 1939 


As shown After Sug 
on Books gested Ad 
justments 


ASSETS: 
Cash in bank S $3275" 9 58275 


\ccounts Receivable 


\ctive Members 1,355.20 1,355.20 
\ssociate Members 225.00 225.00 
Notes Receivable 75.00 75.00 
Due from Local Clubs 9 34 9.3 


Furniture and Fixtures 605.91 
Unexpired Insurance 4.37 4.37 
TOTAL ASSETS $2,867.57 $2,867.57 


LIABILITIES : 


\ccounts Payable $ 912.35 $3,092.81 
Res. for S. S. Tax 28.47 28.47 
Unearned Dues 
\ctive Members 1,324.15 1,324.15 
\ssociate Members 318.74 318.74 
Dues Paid in Advance 8.92 8.92 
Local Club Dues Payable 56.00 50.06 


TOTAL LIABILITIES $2,649.29 $4,829.75 
NET WORTH 218.28 *1,962.18 
$2,867.57 


$2,867.57 


Deficit 





time the assets shown were a good bit over- 
rated to our way of reading values. The 
liabilities shown as turned over to us, as 
may be seen, amounted to $2,649.29. We 
continuously received statements from vari 
ous sources of other liabilities that had not 
been included and which increased total 
liabilities to the sum. of $4,829.75 It has 
taken an entire year and the approval of our 
board of directors to obtain a clear state 
ment as to our total liabilities. The adjust- 
ments shown were suggested to our board 
of directors and their approval has been 
requested, 

Our banking has been done in two ac- 
a regular account and a convention 


counts : 
account. QOur net operating loss for the 
period from August 1, 1939, to June 30, 1940, 
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By JOHN L. KING, Managing Director 
Washington, D. C. 





BALANCE SHEET 
July 31, 1940 


ASSETS: 
Cash in bank $4,491.91 
Petty cash 60.00 


Accounts Receivable 

1940 Convention 
Furniture and Fixtures $825.21 
Reserve for Depreciation . 241.82 583.39 


305.00 


TOTAL ASSETS $5,440.30 


LIABILITIES: 


Reserve for S. S. Tax $ 15.00 
Associate Members, Reserve 375.00 
Accts. Payable, J. L. King, Salary 125.00 


$ 515.00 
4,925.30 


$5,440.30 


TOTAL. LIABILITIES 
NET WORTH 





on our regular account was $1,700. Our 
convention account shows convention ex- 
penses of $5,230.95 and a gross income of 
$13,034.00, leaving a profit of $7,797.05. On 
our statement of June 30, after making ad- 
justments, suggested to our board of direc- 
imaginary assets, we 


tors to liquidate 





OPERATING STATEMENT 
August 1, 1939, to June 30, 1940 


INCOME: 

Dues Earned 
Active Members $ 854.30 
\ssoctate Members 93.74 


$ 948.04 
EXPENSES: 


Depreciation on Furni- 


ture and Fixtures $ 82.52 
Insurance 4.37 
Miscellaneous I-xpense 77.A4 
Postage 74.45 


Salaries 1,500.00 
5S: p: fax 15.00 


Stationery 143.94 
Stenographers 358.88 
Taxes 9.76 
Telephone & Telegraph 37.07 
Travel Expense 224.72 
Rent 120.00 


TOTAL EXPENSE 2,048.15 


Operating Loss for Period $ 1,700.11 
1940 CONVENTION : 

Convention Space Sold $11,208.00 

Other Income, banquet, 


ete. 1,826.00 
Gross Income $13,034.00 
Expenses 5,236.95 
Gross Profit from Convention 7,797.05 








marked off valueless items and uncollect 
items taking a loss of $601.38 and now 
ourselves at the end of July with the cony 
tion almost entirely cleared up with « 
in the bank amounting to $4,491.91. © 
paring this with the $3,092.81 accounts 
able with which we were burdened on 
ceipt of the association accounts last Au 
gust and only $532.81 with which to mak« 


t 


payment on these accounts, one can see that 
the I. A. D. M. has progressed in the last 
year from a position of $2,560.06, which it 
was unable to pay, to its present status of 
$4,491.91 in the bank with no accounts pa 

able except ordinary operating expenses. 
This places the association in the best finan 
cial status since its reorganization in 1933 





BALANCE SHEET 
June 30, 1940 


As shown After Sug 
on Books gested A 


ASSETS: justments 
Cash in bank $3,507.86 $3,507.86 
Petty Cash 60.00 60.00 


Accounts Receivable 
Members 
1940 Convention 
Banquet Tickets 


1,064.81 
1,404.00 — 1,404.00 
124.00 124.00 


Furniture and Fixtures 583.39 583.39 
Accounts Payable 

J. LL. Wing 15.00 15.00 
Notes Receivable 75.00 
TOTAL ASSETS $6,834.06 $5,694.25 


LIABILITIES: 
Misc. Accounts Payable 
Reserve for S. S. Tax 


365.21 $ 360.38 


3001 30.00 


fe 


Accounts Payable 

1940 Convention 104.42 104.42 
Local Club Dues Payable PE.32 
Associate Memberships 


Reserve 350.00 350.00 
Members’ Dues—1940-41 205.00 205.00 
Unearned Dues 

Active Members 521.77 


TOTAL LIABILITIES. .$1,587.73  $1.049.80 
NET WORTH 5,256.33 4,044.45 


$6,834.06 $5,094.25 





It is true that we discontinued a_ bulletin 
service that was of no particular cons 
quence to the display profession of today, 
flooded as it is with photo and promotional 
services. Today, however, the National Re 
tail Dry Goods Association is very serious]) 


considering our affiliating with them. Ii 


the I. A. D. M. had not been placed on a 
sound footing it is needless to say no repu 
table business organization would have cot 


sidered the I. A. D. M. as in a secure enough 


financial condition to be worthy of affilia 
tion with their organization. I do want 
say to those who want to know what 
I. A. D. M. can do for them and to ou! 
members who enjoy the privilege of belong 


+ 
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ing to this oustanding organization of lead- 
ers in the display industry and the privilege 
of carrying a little blue card, as Frank 
Bingham so ably described in the March 
jssue of DISPLAY WORLD, that the I. A. 
D. M. in the past year has not only presented 
you with the opportunity of attending a most 
instructive and educational convention which 
we have previously termed, A POST- 
GRADUATE COURSE IN DISPLAY, but 
we have also placed your organization on 
a sound financial basis that makes the stand- 
ing of our association comparable with any 
organization, no matter how reputable. I 
contend that if this affiliation with the Na- 
tional Retail Dry Goods Association mate- 
rializes you will have available the services 
of the best equipped retail research institu- 
tion in the United States. Then, to those 
who ask, “What can the I. A. D. M. do for 
them?” we will be able to offer the privi- 
lege of membership in a greater I. A. D. M., 
one that has the facilities to render direct 
service. 

Now I ask you what have you done to help 
make possible this great step in the ad- 
vancement of your chosen profession? Have 
you helped by being a member of the I. A. 
D. M? Do you pay your dues or do you 
put it off until tomorrow and let the other 
fellow utilize every effort humanly possible 
while you slow up his progress by a reti 
cence in paying your dues? 

In the forty-three years’ history of this 
organization there have been members who 
have permitted their dues to lapse because 
of insufficient ambition and too little interest 
in the efforts of others who have been duly 
chosen to represent them. Others have never 
joined the association, in spite of the rec- 
ognition which it made possible for their 
chosen profession. If you have been a back- 
slider and are not a member of the I. A. 
D. M., write immediately to national head- 
quarters, 402 Evening Star building, Wash- 
ington, D. C., for an application blank and 
make yourself known as one of the boys. 
Membership in the I. A. D. M. is the badge 
of professional recognition and identifica- 
tion. 


Jack Chord Joins 
Marshall Field's 

John T. Chord, who has been display man- 
ager of Ernst Kern & Co., Detroit, for the 
past couple of years, has resigned his posi- 
tion to take over interior display for Mar- 
shall Field & Co., Chicago. He will be 
assisted by Mrs. C. P. Wilson, formerly in 
charge of Field’s interior display. 

Chord was editor of DISPLAY WORLD 
lor several years, leaving to head the display 
department of the Davis Store, Chicago. A 
short time after the store was purchased by 
Goldblatt Brothers he resigned in order to 
Join the Kern organization. 





Marvin Displays Enter 

Dealer Field 

Marvin Displays, Hamden, Conn., have 
removed to new and larger quarters at 22 
Grove street, New Haven, Conn., where 
they vill engage in the general distribu- 
tion of display materials and accessories. 
They invite correspondence with manufac- 
turers of all types of display goods. Marvin 
L. Agins is in charge. 
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T WILL BRING YOU 


LOADS OF PROFIT 


| because cutout displays, which are today's best business getters, can be 
produced at extremely low cost with the Cutawl. 


The Cutawl, a high speed, electric motor driven machine can be used for cutting all of 
the commonly used display materials. This portable machine glides smoothly over the 
work. No starting hole is required. There is no limit to the size or shape of the design 
which can be cut. 

The Cutawl is available in a range of models for every requirement. Use the convenient 
coupon to get full information. 

If you wish to pay for your Cutawl from the profits it will earn for you, we shall be 
pleased to arrange for easy terms. 


INTERNATIONAL REGISTER CO. 
13 S. THROOP ST. CHICAGO, ILL. 
SEND FOR CATALOG AND EASY PAYMENT PLAN 





INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Illinois. 


; ee Company name 
Without obligation please 


mail me: Your name 
[] Cutawl catalog Address 
[] Easy Payment Terms City ; State 





DW -9-40 
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Display Studio Problems 


Is there a display studio operator any 


where in this big country who has nevet 


“Look, we want a swell 


sure and keep the cost 


heard a client say: 
job on this—but be 
down!” If there is, ['d like to meet him, for 


surely this is one of the most common de 
mands encountered 

there arises the problem o 
how to handle such a Shall one 


work, materials, labor? Nat 


Immediately 
customer. 
skimp on art 
urally the reputable studio can’t and won't 
turn out a makeshift job which only brings 
erief later. The best way out is to put the 
matter squarely before the chent and let the 
You can tell him 


for a certain 


decision come from him. 
what vou can furnish 
that is too high then the two ot 


vou together can work out what to eliminate 


exactly 
sum, and if 
to change the job so that it does 
budget 


or how 
fall within the customer's 

\nd in this 
remember that cost is always a comparative 
What 


display for 


connection you will want to 


thing seems far too much to spend 


on a Company “A” might be 
entirely in reason for Company “B.” 
When a “That's all there 1s, 


there to be spent on a par 


client says, 


isn't any more” 


ticular job and still insists on the impossible 


it is sometimes feasible to make = substitu 


tions which convey the desired impression 





XXV. "KEEP THE COST DOWN!" 


By ARTHUR E. SKOLER, President 
Art Sign Company, Inc., Newark 


and are still low in cost. For example, let's 
take the of the client who 
motion in a display and doesn’t want to pays 
for animation. It should difficult 
matter to sell him the simulation of motion, 
instead of the actual thing. You can come 
right to the point with dynamic “still ani 
atmosphere = in 


case insists on 


not be a 


mation” — illustrated stor) 
form. 

Let’s take the “Back to School” display 
Here is a theme that every 


the idea nat 


pictured below. 


college boy looks forward to; 
urally suggests travel and hence we picture 
a locomotive—and the way this is handled, 
with jetting steam and diminishing perspec 
tive, conveys a very definite impression ot 
motion. The arm of the figure helps out the 
action impression by the nature of the ges 
ture. Behind the boy is the 
modern mother, to bring in the 


Completing the description of this 


y 
figure of a 


home-folk 
thought. 
display, the card is air-brushed with various 
The train 
was done in white, gravs, and black. The 
“Back to School” flag has a red background, 
white letters. 
black, the 
browns, and the feminine 

Getting back to the original subject, an- 
insists on 


colors; the lettering is in block. 


The poster background 
boy in 


with 


was in figure of the 


figure in orange. 


other type client keeping costs 





down but does his best to raise them; and 
if that sounds too paradoxical, here’s how 
it works out: no sooner has he approved 
the sketch or rough you have so carefully 
laid out than he wants to make “a few 
changes.” Usually he waits until construc- 
tion or art work has already started before 
he becomes inspired and phones you. What's 
the answer? Sometimes the studio operator 
is too timid to tell him frankly that some 
is already tied up in work started 
after approval had been secured, believing it 
better not to take a chance on antagonizing 
But where is the point in 


money 


the customer. 
this: 
be given the facts in a courteous way which 
will not resentment. And when the 
operator points out that in fairness to him- 


Anyone who 1s at all reasonable can 
cause 


self it will be necessary to add to the origi- 
nal quotation to take care of the changes 
usually the client OK’s the arrangement o1 
goes back to the first plan. Either way, 
the studio is protected. 

Summed up, the “Keep the cost 
customer must almost be handled as an in- 
dividual case every time he turns up. Know 
when to go ahead and when to stop. Don't 
let him alter vour ideas too much; after all, 
expert. Then 
make the display as good as possible. 


down” 


you're supposed to be the 


















A Parquet design, A beautiful effect for walls and 
panels, available in three colors and two finishes. 
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"usually attractive Knotty Pine design, 


llable in two colors and two finishes. 





The new Birdseye design. Excellent all-purpose 
number, available in two colors and two finishes. 


By the Makers of Famous 


COVERAY 


@ Now you can create handsome displays and 
backgrounds with all the rich, costly effect of 
distinguished woods—at amazingly low cost! 
These stunning new woodgrain display papers 
are supremely practical too—some finishes are 
100% washable; all are printed in washable inks. 
40° to 48” wide in 25 ft. rolls—only $1.50 


to $2.00 a roll. 


Below—the new metallic moire Mail 2, 


effect in Coveray. Available in 


ew FOR 3 NEW 1941 SAMPLE BOOKS 


CLOPAY CORPORATION—Dept. DW 


Clopay Square, Cincinnati, Ohio 


Gentlemen: Please send me FREE sample 
books of your new 1941 display papers 


Name 
Firm Name 


Street 
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From Clever ideas 


Every displayman and card writer is 
familiar with the show card which is beau- 
tifully lettered skillfully laid out but 
which just doesn’t have “punch.” The im- 
pact that strike the shopper right 


between the strangely with- 


and 


should 
eves is absent 
out leave. 

Usually the fault is in the lack of a domi- 
nant, sparkling idea around which the win- 
built, for without a 
stands out, no card 
Once the 
should be 
this is a 

may be 


dow poster should be 


central theme which 


reaches its highest peak. idea is 
found, 
given 


dramatizing it 
Sometimes 


ways of 
consideration. 
matter of illustration, again it 
means of layout and use of 
Frequently additional 
card by what 


pointed up by 
color and wording 

given a show 
realistic treatment, as a 
piercing a 


drama can be 
might be called a 
knitting and yarn 
card knitted 
piece of actual fabric appliqued in place for 
the skirt of the feminine figure which might 
adorn the card. A similar treatment might 
be the use of headline letters cut from cop- 


large needle 


which features sweaters, or a 


a window card playing up autumn 


per tor 





tones. Dozens of ways of bringing clever 
ideas to the show card come to mind. 

W. Gilbert Brown, Philadelphia Electric 
Company, Philadelphia, is well known for 
his interesting cards—interesting to the gen- 
eral public as well as to the card writer and 
As is cleverly illustrated in the 
group shown here, Brown makes extensive 
use of novelty to catch the attention of the 
(All cards, incidentally, 
were prize winners in the contest held in 
with the recent convention of 
Association of Display 


displayman. 


passersby. these 
connection 
the International 
Men, Detroit.) 
The “cleverness” takes dif- 
ferent forms and in no case is it forced, as 
a description of the cards shows. “Get ’Em 
Off to School” says the first, done on 


here several 


two 


planes—the card proper in dark blue, the 
border white. The slate border is yellow, 
striped with orange. The lettering is in 


white, with featured words in orange. 
“Save’—two pianes, the border in buff 
and the card in brown. “Save” is given a 
tweed effect with letters in red striped with 
and orange and outlined in 


yellow, blue, 











yellow. The dog is black, and the trousers 
and arm are in light gray striped with black. 

The third card is done in straight ick 
on a buff background. 

One of the most outstanding cards of the 
group is the one reading “Delightfully Cool.” 
The face of the placard is in a light gray 
pebbled finish, with a border of white ‘De- 
lightfully” is in white script. “Cool” is done 
in outline letters of dark blue. The small 
figures resting in the letters are in black 
outline, shadowed in spots of blue. The word 
“Fans” has similar shading. 

Two planes are employed for the roaster 
card, the lower one being emerald green and 
the upper one in yellow. The principal let- 
tering is in black. The panel is outlined in 
white; the duck is done in blue with flecks 
of red. 

The final card has a white base with the 
face of the card being in green. The apple 
red outline, flecked with red spatter- 
dash. The skeleton outline of the tree is 
done in faint yellow. The lettering is black, 
with the principal words in white. The 
figure is in white outline. 


is in 
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PINE CONES and STARS 


For Holiday Atmosphere 


CRYSTAL PINE CONES 
on 30” ALUMINITE FOIL 


This sparkling design is applied in tinsel 
flitter on a foil background. An entire 
window background treatment of this 
motif will be smart and stunning for pre- 
senting women's gift accessories, lingerie 
and vanity merchandise. 


Background colors—Red, Blue, or Green 
71 point foil. 


Roll Size — 30" wide x 25° long. 


Price per Roll - $6.00 


STAR CLUSTERS 
on 30” ALUMINITE FOIL 


Tinsel Stars on Shimmering 30" Alumi- 
nite Foil will reflect the light and increase 
the eye appeal of your Gift Merchandise. 


An all purpose Xmas background, this 
decorative foil is perfect for spreading 
the Holiday Spirit. 


Silver stars on Red, Blue, or Green — 
74% point Aluminum Foil. 


Roll Size — 30" wide x 25' long. 


Price per Roll - $6.00 


STAR CLUSTERS also obtainable on 
BULKTON SEAMLESS. Background colors 
—Red, Blue, Dark Green and White. 
Roll Size—40" wide x 25' long. Price 
per roll, $6.00. 


Write for your copy of our Xmas 
DESIGN FOLIO 


See Your Local Dealer or 


BULKLEY, DUNTON & CO. 


Display Papers Division 


CHICAGO OFFICE MAIN OFFICE 
217 W. Ontario St. 295 Madison Ave. 
Chicago, Ill. New York, N. Y. 





These sparkling crystal designs are pro- 
duced for Bulkley, Dunton & Co. by Artistic 
Flock Novelty Co. by an exclusive manu- 
facturing process. 
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| Display Bits... 


By Edward Henry Tackney EMME 
mn , 
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Next month will mar 
However, \ Ces 
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versary of Display Bits. 
October being the appropriate time 
to begin thinking of Christmas treat- \\ ~~ r 
ments, this month's "bits! are by the ~  W _l 
way of being sell-ebration material. RY uc 

= 1g 7 ew S ao Yy, . ee in 
So let's go! Strike up the band! Ys Sn ‘ 
Hurry—hurry—hurry—it's a gala oc- ; ot] 
casion; take advantage of "Display \ ; | \\ } ok 


Bits'’ and make the passers buy! 
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Functions Of Display Advertising 
Enumerated By Institute 

A recent bulletin issued by Point of Pur- 
chase Advertising Institute, Inc., Chicago, 
enumerates the functions of point-of-pur- 
chase advertising. This breakdown is so 
thorough and complete that it 1s worthy of 
study by everyone engaged in the display 
field, whether from the standpoint of pro- 
duction, service or use. All factors in the 
display field are so close to their medium 
that they are apt to overlook the many 
salient “reasons why” that have made win- 
dow display advertising a low cost adver- 
tising and medium. The 
breakdown referred to follows: 


merchandising 


1. It puts the pressure on the consumet 
to convert his impressions and desires re- 
ceived from all other advertising media into 
actual sales. 

2. It is the final reminder that revives 
all other advertising impressions of a prod- 
uct that right at hand (in the store) can be 
inspected, handled and purchased. 

3. It is the advertiser's insurance policy 
that guarantees that the money spent on all 
other types of advertising will bring results. 

4. It is the only medium that offers dis 
play of the actual merchandise in connection 
with the advertiser's message. 

5. It is the only medium that can be pro 
duced in third dimension. 

6. All basic advertising principles can be 
included in copy appeal in point-of-purchase 
advertising, that is, institutional, personal, 
testimonial and “reason why.” 

7. It can be bought in a variation of 
prices to fit the advertiser's budget. 

8. While the average life of a display has 
been loosely given as one week, Point of 
Purchase Advertising Institute’s Survey 
proves that over 76 per cent of the utilized 
displays remain in windows from two. to 
four weeks, and 8.9 per cent remain in 
windows over four weeks. 

9. Its fundamental difference from other 
advertising media is that while the prin- 
cipal purpose of other media is to deliver 
market coverage impressions, point-of-pur- 
chase advertising accomplishes this as well 
as creates the buying impulse actually 
consummating the sale which is the final 
and most important function of merchandis- 
ing and the ultimate aim of all advertisers. 

10. Movement is the most powerful agent 
for attracting attention. It is successfully 
applied to point-of-purchase advertising. 

Il. In a recent survey made by Point ot 
Purchase Advertising Institute it was over 
whelmingly recognized by the retailer as his 
“No. 1” 

12. Color is second in importance for at 
tracting attention. No other advertising 
media can use color to greater advantage 
than point-of-purchase advertising. 


advertising medium. 


13. The consumer is notorious for his 
habit of forgetting. Point of purchase is in 
the most strategic position to help those 
who forget to remember. 

14. Because people in all income brackets 
and of all ages go to the store to shop, 
point of purchase offers the greatest diversi- 
fication of mass coverage. 

1S. It can be used effectively: (a) alone; 
(b) in perfect harmony with other media. 


lo. Because of its protracted period of 
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UMARITH cunistmas Batts 


CLEAR e RIGID e TRANSPARENT PLASTIC 
12 INCH DIAMETER --- 9 INCH OPENING 


CAN BE ADAPTED TO ALL CHRISTMAS DISPLAYS 
WINDOWS — LEDGES — CASES — COLUMNS e 


BLISS DISPLAY CORP. 


460 WEST 34TH STREET, 
WRITE FOR CHRISTMAS CATALOGUE 


NEW YORK CITY 











showing, one of point-of-purchase advertis 
ing’s most important attributes is repetition 
of the sales message for weeks at a time 
with no extra cost to the advertiser. 
17.. Point-of-purchase advertising—vear in 
and year out—produces sales and profits for 
the consistent advertiser. 
18. The fundamental 
advertising and merchandising is that ad 


difference between 


vertising brings the consumer toward the 
product while merchandising brings the 
product toward the consumer. Point-of-pur 
chase advertising is a link in the chain that 
coordinates these two operations thereby as- 
sisting in the constant flow of merchandise 
from the retailer's shelf to the home of the 
consumer. 





Windows Used To Strengthen 
British Morale 

One thousand British retailers have agreed 
to collaborate in the Information Ministry's 
national scheme for home propaganda via 
the retail trade by using their show windows 
to feature the slogan, “Keep At It.” 
Fenwick, Bond street retailer in charge oi 


Trevor 


the plan, reports that the first four series of 
coordinated propaganda windows have more 
than proved their worth. The large retail 
ers have been very eager to participate 1 


the program making use of the display mate- 
rial supplied by the ministry, but develop- 
ing the presentations according to the indi- 
vidual ideas of their display managers 
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—This Phillips’ Milk of Mag- 
nesia display dramatically 
portrays the sense of health 
and well-geing by showing a 
pretty girl who is apparently 
full of vim and vigor. Dis- 
play designed and produced 
by Einson-Freeman Company, 
Inc., Long Island City, N. Y.— 


—''Very successful in increas- 
ing lemon sales when placed 
near the cash register,’’ is 
the description for this dis- 
play basket. A transparent 
panel of “Lumarith" gives 
greater display value. Litho- 
graphed by The Forbes Litho- 
graph Company, Boston, for 
California Fruit Growers Ex- 
change, Los Angeles— 


—The urbane Mr. Ham reaily 
goes to town with sales in 
this attractive display for 
John Morrell & Co. The still 
life, in its smart wooden 
frame of blue and white 
carries on throughout the 
year as a permanent store 
decoration. Designed and 
produced by Ketterlinus, Phil- 
adelphia— 


—lllustrated in the center is 
a novel life-size lady cutout 
which is being used effec- 
tively by W. P. Fuller & Co., 
San Francisco. The unit is 
flexible and can be posed in 
a variety of positions. De- 
signed and made by Dealer 
Sales Builders, San  Fran- 
cisco— 


—Hiram Walker's very first 
window display for DeLuxe 
straight bourbon whiskey is 
a beautiful unit that pro- 
vides an appropriate setting 
for the new brand. A coun- 
ter card also available is a 
miniature of the window dis- 
play—- 


—A play on words drama- 
tizes the company's slogan 
of "Skip the Squeezing” in 
the display for Hoffman's 
Tom Collins mixer. Color 
photography enhances the 
human interest of the unit, 
which was created and pro- 
duced by Einson-Freeman— 


— Hiram Walker's "Ten 
High" displays have earned 
a reputation for forceful sell- 
ing punch. Their latest is no 
exception—a hugged mascu- 
line head, in giant size and 
natural color, is alive with 
attention value. Designed 
and lithographed by Ketter- 
linus, Philadelphia— 
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Frankenthal 
Passes On 


Herman Frankenthal, for nearly two score 


years display director for B. Altman & Co., 
New York City, died on August 25 at the 
Hackensack, N. J., hospital, where he had 
been taken after collapsing on the platform 
of the Erie Railroad station at Rutherford, 
N. J., where he resided. Frankenthal was 
84 years old and had retired from his dis- 
play work some eight years ago. Franken- 
thal took an active interest in the display 
activities of the metropolis and the Inter- 
national Association of Display Men, which 
organization he once served as_ president. 
He will be remembered best for his demon- 
strations of live model draping which were 
a regular feature of I. A. D. M. conventions 
more than ten years ago. These events were 
planned most carefully, with a procession 
of ten or twelve beautiful models, all beau- 
tifully draped in the most expensive fab- 
rics. There was a dignity and glamour to 
these events that always evoked the admira- 
tion of convention delegates, for truly 
Frankenthal was a master of the draping 
art. Older displaymen will recall these 
events and can well picture the master as he 
headed the procession of models or strode 
across the platform presenting each of them 
individually. It was this type of profes- 
sional interest which he personified that is 
sorely needed today among the display pro- 
fession. He is survived by a stepson and 
two sisters. At the time of the World War 
he received a gold medal trom Herbert 
Hoover in recognition of his work for Bel- 
gian relief. 





Expansion Move Planned 
By Sherwin-Williams 

Plans are in progress for a large expan- 
sion of The Sherwin-Williams Company's 
Chicago plant. Already the largest of its 
kind in the world, the plant has been 
crowded for some time. Sixty acres of land 
have been purchased immediately south of 
the present Chicago site and construction 
of the necessary buildings will begin in the 
near future. This branch of Sherwin-Wil- 
liams, whose home office is in Cleveland, 
does slightly more than one-third of the 
company’s annual business, the total of 
which is more than $100,000,000. 


Lithographic Exhibit To Be 
Held At Philadelphia 

The Philadelphia Art Alliance, 251 South 
I8th street, Philadelphia, has announced a 
national exhibition to be featured as Living 
Lithography. It will be held during the 
month of October and will be opened on 
October 1 with a special program to be at- 
tended by well-known figures in the art and 
lithographic fields. 


Gasque Takes On Display 
Duties At Weil's 


Boyd R. Gasque has been appointed dis- 
Play manager for Weil's, Goldsboro, N. C. 
resigning a similar position at Fleishman’s, 
Fayetteville, N. C. Fred Cunningham, for- 
merly of the Fair, Montgomery, Ala., suc- 
ceeds Gasque at Fleishman’s. 
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TRANSLUCENT LAMICOID 


promotes design and readability 





ZSLEY FIELD 


BATTER 
INNING 
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Designed and built by Newbery Electric Corp . AIS HS FOS ROS 


A giant scoreboard 
or a tiny panel! 


A lustrous, weatherproof surface by 
day—a radiant indirect lighting effect 
by night! This is what Translucent 
Lamicoid offered to the enterprising 
designers of this illuminated score- 








board at Wrigley Field, Los Angeles. dint einniieaidienain. 
Movable figures and name-panels are 

cut from white Translucent Lamicoid Check These Advantages: 
and the dark areas painted with in. ? 
nscihumnahe —s eiiehes. ke 1. Ten brilliant colors and white 
opaque color. Brilliant legibility is 

thus provided without glare, for both 2. Readily curved, machined and 
day and night games. sandblasted 


For the small dials and panels (at 
right) lettering, designs and colors 
are printed by various processes on 
Translucent Lamicoid. Then — soft, 
rear illumination makes them eye- 
catching and easy to read. 


. Rich, permanent finish 


3 
4. Easily printed or painted on 
5. Non-inflammable 

6 


. Non-shatterable 


You, too, can put new sparkle and 
life into your next display with 


Translucent Lamicoid. We will gladly 
send full details and prices. LA |] » 


REG. U.S. PAT. OFF 








MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 
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OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 
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Display Budgets Advance 
Still Further 


Confirmation of display’s steady advance 
in retailer recognition is made by a report 
just released by the Sales Promotion Divi- 
sion of the National Retail Dry Goods As- 
sociation, New York City. Entitled “The 
1939 Publicity Dollar,” the report is an 
analysis of the publicity expenses of depart- 
ment stores in 1939 as compared with the 
two preceding years. Singled out for fore- 
most importance is the fact that last year 
display added two more percentage points to 
its share of the total publicity dollar, while 
a decrease was registered in the amount 
allotted for newspaper advertising. Display- 
men in general had stressed the trend to- 
ward larger appropriations for 1939 (a trend 
that is continuing in 1940, it might be added) 
and the N. R. D. G. A. analysis is evidence 
that they were right. 

The report states: “In 1938 the average 
department store spent 13 cents (of each 
dollar spent for publicity purposes) on dis- 
play. The 1939 figures, just analyzed by the 
Sales Promotion Division, show that 15 
cents out of each publicity dollar was set 
aside for display purposes last year. 

“It is quite evident that budgets are be- 
coming more liberal from a display stand- 
point. 

“Whereas 64 cents of the average depart- 
ment store publicity dollar was spent for 
newspaper lineage in 1938, on the other hand 
the amount spent for that purpose last year 
decreased to 61 cents. Advertising payroll 
in 1939, at 9 cents of the average publicity 
dollar, represented an increase of 1 cent over 
1938. Other general divisions of the pub- 
licity dollar in 1939 showed no change over 


the preceding yvear—production costs, 4 
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cents; direct mail, 5 cents; miscellaneous 
expense, 6 cents.” 

Total publicity expenditures in 1939, in 
percentage to sales, decreased in the smaller 
stores with volume under $500,000 annually 
and in the larger stores with sales in ex- 
cess of $5,000,000 annually, the report shows. 
Stores in the middle ranges, with volumes 
ranging trom $500,000 up to $5,000,000 gen- 
erally showed an increase in the ratio of 
total publicity costs to sales in 1939. In 
1938, when stores generally experienced 
slackened sales throughout most of the 
year, all volume classifications showed an 
increase in publicity percentage to sales. 

Stores in the one-half million or under 
group in 1939 expended 4.0 per cent of sales 
in publicity costs, as compared with 4.59 
per cent in 1938. Stores in the five to ten 
million volume group had a total publicity 
percentage of 5.1 per cent in 1939, com- 
pared with 5.19 per cent in the previous 
vear; stores with sales of ten million or 
more showed a decline from 5.35 per cent 
to 5.30 per cent last year. 

Total publicity percentage to sales for 
stores in the one-half to one million class 
in 1939 was 4.97 per cent as compared with 
4.64 per cent in the preceding year; for 
stores of one to two million volume, 5 per 
cent as compared with 4.78 per cent; for 
stores in the two to five million group, 5.1 
per cent as compared with 5.01 per cent. 

The chart on this page shows in a graphic 
way the relation of display to the other 
forms of publicity in use by the average de 
partment store. 

\ quick glance at these figures indicates 
that for the majority of stores the trend is 
toward a lower percentage of publicity costs 
to total sales—and that expenditures for 
newspaper advertising is being lowered 
slowly but surely. In contrast to this is the 
fact that display appropriations are making 
a steady rise and that in 1939 the portion of 
the total publicity dollar set aside for dis- 
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play in the average department store rea 
a new high. 

The consensus of opinion among displa 
men during the first six months of 1940 \ 
that display budgets were somewhat lar¢ 
this year than in 1939. If nothing comes 
during the remainder of the year, the N 
tional Retail Dry Goods Association rep 
covering 1940 will very likely show 1 
display has made further gains—proba 
to 17 per cent of this year’s publi 
dollar. 


Department Of 


Correction 

In the article “Beauty on Display” ta the 
August issue, credit was inadvertently given 
Ladislas Medgyes for the two window dis- 
plays shown. This credit should have gone 
to Martine Kane. 





Pennsylvania Drug Wins 
Dairy Display Contest 

First prize has been awarded to the Penn- 
sylvania Drug Company, New York City, 
for its window display in connection with 
the fourth annual Dairy month. Second 
prize went to Walgreen’s, New York City, 
and Peoples Drug Company, Washington, 
ID). C., won third place. 
Name Winners 


In ABC Contest 

Altorfer Brothers Company, Peoria, IIL, 
makers of ABC washers and ironers, has 
announced the winners in the firm’s nation- 
wide window display contest. The judges 
were Katherine Fisher, director, (s0od 
Housekeeping Institute; Ada Bessie Swann, 
Woman's Home Companion; L. E. Moffatt, 
editor, Electrical Merchandising. 

Prizes were $100, $60, and $40 for each ot 
three classifications. For the department 
store and furniture store division: first, 
Maxwell's, Greensburg, Pa.; second, Powers 
Furniture Company, Portland, Ore.; third, 
Weis & Fisher, Rochester, N. Y. Utilities 
division: first, Union Electric Company ot 
Missouri, Union, Mo.; second, Consumers 
Power Company, Jackson, Mich.; third, 
Pennsylvania Power & Light Company, 
Emmaus, Pa. Miscellaneous appliance stores 
division: first, Austin Appliance Company, 
Denver; second, Days Home Furnishings, 
Sanger, Calif.; third, J. Bulling & Son, 
Hastings, Mich. 


Prizes To Be Offered Again 
For Washer-lroner Week 

National Washer-Ironer week will be 
held this year October 19-26, and once mort 
the American Washer and Ironer Manutac 
turers Association is to offer substantial 
cash prizes for the best window displays en- 
tered in the accompanying contest. Identt- 
cal prizes will be given in each of three 
store divisions—large department stores and 
utilities; appliance shops, hardware stores 
and small department stores; furniture and 
all others. Prizes in each division are to 
be as follows: first, $200; second, $100; 
third, $50; and four fourth prizes of $25 
each. Judges will be three feminine mem 
bers of the staffs of Good Housekeeping, 
Woman’s Home Companion, and the New 
York Herald-Tribune. 
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Display Contest Announced 
For Flexit 


Two hundred and fifty dollars in cash is 
being given away by Greggory, Inc., Chi- 
cago, for the best pictures of original and 
interesting displays using their new Flexit 
paneling material. There are no other re- 


strictions to the contest. You can enter 
any type of display showing any type of 
merchandise. An impartial committee of 


expert judges will award the cash prizes ac- 
cording to the individual merits of the en- 


tries. 


The judges are: R. O. Johnson, display 
director, Commonwealth Edison Company ; 
J. W. Campbell, display director, Carson 
Pirie Scott & Co., and R. C. Kash, editor, 
DISPLAY WORLD. Johnson is the chair- 
man of this committee. 


First prize in this contest will be the lump 
sum of $100, while second prize is $50. 
Third prize is $25, and the fourth to eight- 
eenth prizes are $5 each. 


This contest officially opens September 15 
and closes December 20—time enough to 
enter both your fall and holiday displays. 
Winners will be announced in DISPLAY 
WORLD as soon as possible after the clos- 
ing date. 


To acquaint the displayman with Flexit 
and its display possibilities, Greggory, Inc., 
has issued a twelve-page idea and instruc- 
tion booklet in = conjunction with their 
Christmas catalog. Both are available upon 
request. 


Crossette Heads Coy, Disbrow's 
Display Division 

Coy, Disbrow & Co., Inc., 686 Greenwich 
street, New York City, creators and dis- 
tributors of display materials, announces the 





R. G. Crossette 


appointment of R. G. Crossette as manager 
of the display division. Crossette is well 
known in the display field through his many 
years with the Dennison Manufacturing 
Company, where he originated many display 
specialties. Since 1937 he managed Coy, 
Disbrow’s Chicago sales office and is fa- 
miliar with the display operations of this 
company. New items of unusual display 
interest are being developed and the proc- 
essing division will be enlarged to provide 
for more efficient production. 





SHOE FORM CO. Inc. 
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6 Foot Styles 
6 Heel Heights 
6 Standard Colors 


--and Other Colors Galore 


FAarRY SHOE ForMs are now ready for you in a greatly 


extended range of foot styles, heel heights and colors. The 


display possibilities and color combinations at your disposal 
are practically unlimited. 

Farry Forms have always enjoyed wide popularity. 
Their light weight, daintiness, resiliency and washability have 
made them display favorites. Now, they are “must” items 
in every shoe department. 

The illustration above shows the six styles—2 Plain-Toe, 
2 Tu-Toe and 2 Twinkle-Toe models. These are available 
for shoes with heel heights ranging from O/& to 24/8. 

Th six standard colors include the popular and gener 
ally accepted shades—flesh, black, ivory, pink pearl, white 
pearl and gun metal. In addition you now have your choice 
of a practically unlimited variety of colors. 

The new Ankle-Hi folder now in preparation shows 
many of these new forms in full natural color. Send your 
name right now and receive your copy in advance of our 
regular Fall mailing. 


AUBURN, N. Y. 
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Thoughts on a Sunday afternoon: What’ll 
it be this month. Maybe something 
along the line of small unit display ideas 
would fill the bill... . Let’s see, how about 
neckwear, shirts 
ready-to-wear and new 
Here we go! 

Red Port is being featured big, so prob- 
ably we should show something for it. 

We could use a giant book with the figure 
stepping from one of its pages. OK, now 
to tie it up with the color theme. ... I'll 
use a cut-out bunch of grapes on the other 
few cut-out wine 
Some seamless 


shoes—and _ la- 
autumn 


men’s and 


dies’ hats. 


page of the book, plus a 
glasses as an added touch. 
paper for the background, and there it is. 


Now for millinery. We just used a giant 
book ... let’s use a giant hat box with a 
head bursting through crumpled tissue paper. 
The theme can be “Break into Fall” 
which will make a good show card tie-up. 
... That one wasn’t so hard. 

All I have to worry about now is men’s 
wear. Sale of neckwear might work, 
fellows standing table, 
crowding up to grab bargains ... that’s an 
idea for the all-important center panel... . 
Let’s rough one out on scrap paper 
this rate I'll be all day. . . . Now for the 
platforms to support the panel, with dowel 
pins at the sides for additional ties. 

Now shirts. .. . They'll look good in three 


around a= sales 





shadow boxes, each featuring a differe: 
fall color. Let’s step ‘em up to for: 
a smart modern design, on a three-deck pi: 
shelving platform. OK, and it can bh 
used for an interior display, too. 

This time for shoes. ... We want an ey 
catching center panel, something dynami 
Let's have figures walking vigorous! 
in comfort ...a short and sweet sel! 
ing story. ... There’s action for you; you 
can almost see him go, and the smalle: 
figure adds perspective and depth 
for the background and platforms, not for 
getting the shelves for merchandise—and 
another set of ideas is finished! 


and 
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Window Display Contest For 
Annual Silk Parade 


Department stores and specialty shops 
from coast to coast tieing in with the sev- 
enth annual Silk Parade which takes place 
this year the week of September 23 will 
have an opportunity to enter photographs 
of their silk window and interior displays 
and compete for one of the fourteen sub- 
stantial cash prizes, it was announced today 
by International Silk Guild. The contest 
will be judged by the following 
50 per cent for the selling power for silk, 
25 per cent for originality, and 25 per cent 
for artistic quality of the display. 


points: 


The Silk Parade window display contest 
has always created a great deal of interest 
among display executives, and this year it is 
expected to draw an even greater number of 
entries. One prize of $200, two prizes of 
$100, four prizes of $50, and four prizes of 
$25 will be awarded to the display directors 
of the winning stores for the best windows 
displaying silk merchandise during the 
month of September. Three prizes of $50 
each will be awarded for the best 
displays featuring silk merchandise. 


interior 


The contest was announced with the cap- 
tion, “Enter the Silk Parade Window Dis- 
play Contest and Say it with Silk. Silk in 
windows! Silk in your interior dis- 

If you are one of the lucky winners 
Silk means added 
customer Silk added 
prestige and profits for your store.” 


your 
plays ! 
you'll win a cash prize. 
confidence. means 

In judging the photographs, the size and 
location of the store and its facilities for 
producing displays will be considered, so 
that all competitors will 
chance. These must bear the postmark of 
not later than October 20 to be eligible and 
must be accompanied by a statement on the 
firm's letterhead giving a brief description 
of the display, the dates it was on view, in- 
formation store tie-ups, and if 
sible some comment on the effectiveness of 
the display. The pictures will 
immediately thereafter by a committee of 
capable and impartial judges and all con- 


have an equal 


about pos- 


be judged 


testants will be notified of the results as 
quickly as possible. Entries should be ad- 
dressed to Ethel Herroll, Associate Direc- 


tor, International Silk Guild, 250 Fifth ave- 
nue, New York City. 


Phoenix Hosiery To Conduct 
Window Display Contest 


To add impetus to the promotion of “pic- 
ture personality” new line of 
women's fall hosiery, the Phoenix Hosiery 
Milwaukee, Wis., has announced 
contest. Cash 
as follows: 


colors in tts 


Company, 
awards 
first 


a national display 
will go to the winners 


prize, $75; second prize, $35; third prize, 
a . - oan 

$20: next four awards, $10 each. These 
awards are to be made in each of three 


groups: stores in cities of 100,000 and up; 
Stores in cities of 25,000 to 100,000; stores 
In towns of 25,000 and under. The contest 


Closes October 12, and the displays will be 
Judged on the basis of attention value, neat- 


ness, emphasis on the brand, originality, 
special creative effort and general sales 
appeal. 








DISPLAY WORLD 


37 















gttaclunent that 


° CHROMED 
AW \NTERLOCKING Bas 





4 hours Lo Minute, / 


e@These Bars are the connecting link between 
any decorative piece and your column. 


@A complete post trim is instantly hung at one 
time. It enables the user to install an entire 
floor in the time previously required, for only 
a few posts. 


Save Yourself Hours on Every Installation 


@ Uniformity of heights are assured: great weights 
are supported safely: posts are not marred. 


e@The Socket unit, when attached, holds foliage, 
sprays or clusters, flags and many other dec- 
orative pieces. Catalog on Request. 


DISPLAY PRODUCTS CO. 


3944-46 


GCLEVE St.. St: LOUIS, MQ. 
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NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








“IMITATION OF LIFE” 


by MILEO 


| 


Realism 

For Your 
* 

Windows: 











Add “‘stop-look-and-buy”’ 
to your window 
plays. .. 


interest 
and interior dis 
. Because Mileo’s Man 
nequins are sculptured from living 
models, clothes of all kinds may be 
displayed under actual wearing con- 
ditions. Featuring flexible waists: 
American boys and girls, men and 
women. Write today for photos. 








7 W. 36th St. 225 New York 
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Display Sells Air Iravels 


Window display has been given an im 


portant place in the advertising program of 
TWA —The Transcontinental Airline — for 


two reasons. 

First, because some twenty-five TWA 
ticket offices in prominent street level loca- 
tions in leading cities provide valuable free 
space for advertising through this medium. 


Second, because window displays SELL 


air travel. 

The second of these reasons has been 
proved time and again since the inception 
of TWA’s window display program at the 
beginning of 1939. Perhaps that is one 
reason why TWA’s local traffic and. sales 
managers have been so highly pleased with 
it and cooperated so willingly to make the 
program work. (The value of this co 
operation can not be minimized, for the ef- 
fective use of display material in both the 
ticket office and agents’ windows is largely 
dependent upon the help and interest of the 
local manager. ) 

Specially constructed itinerant displays 
form the nucleus of TWA’s display adver- 
tising program. Supplementary material 
such as cardboard displays, posters, and 
other point-of-sale and counter advertising 

is included, but the program is_ built 
iround individually constructed itinerant 
units No. large portion of the budget is 
tied up in displays built especially for one 
location or office and not usable elsewhere. 
Instead, most of the units used by TWA are 
designed to do a general air travel selling 
job and placed on itinerary among various 
TWA offices, 


changes of window displays and varying 


providing both — frequent 


ales appeal. [emphasis is given to the 
local sales story by the use of special side 
panels or localized schedule cards that. tic 
the display in with the location 


By HARVEY D. PEARMAN 


Beaumont & Hohman, Inc., Kansas City 


So. 7. 
cae 


ry TRE 


ogee, FREE 


ra vein 


The actual design and construction of the 
display units 1s placed in the hands of dis 
play specialists, working in cooperation with 
TW A's advertising manager, J. C. 
and the advertising agency—Beaumoent and 
Hohman, Ince. This combination has re 
sulted in window displays that tell a com 


Roberts, 


plete sales story briefly, a sales story that 
ties in with TWA’s national advertising ot 
the shortest, fastest, coast-to-coast ail 
route. 

The ideas around which TWA. displays 
are built are as varied as the sales appeals 
used by TWA sales representatives in sell 
ing air travel, but, like the salesman appeal 
ing to different types of buyers, all of the 
displays have the same purpose—to sell the 
comfort, convenience and time-saving ad 
vantages of air travel via TWA, the scenic 


4 
AIR TRAVEL wee 
} 7 
bo mameatded 
#7 laeding 
Pediatricians 


transcontinental air route over the Indian 
country, the Painted desert, Boulder dam, 
and Grand canyon. 

Various eve-catchers are used in TWA 
displays, including animation. For instance, 
TWA was one of the first companies and 
the first airline to make use of Polaroid 
lighting for an itinerant display (November, 


START TONIGHT 


1939). Incidentally, this display was shown 
in an issue of DISPLAY WORLD wit! 
credit to Burchell Products as the designe! 
and builder. Burchell did manufacture the 
Polaroid unit, but the background to con 
plete the display and put across the sales 
story was designed and built by Display 


—Typical examples of the displays which TWA 

is finding so successful in selling the idea of 

air travel. All such displays are of the itinerant 

type, given a local angle by means of appro- 
priate side cards— 
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Studios. Kansas City, in cooperation with 
the writer, then employed as display man- 
ager for Transcontinental & Western Air, 
Inc. and now handling TWA’s displays 
through its advertising agency. The accom 
panying photographs show additional units 
built by Display Studios. Current displays 
being designed and built feature TWA's 
new Stratoliner planes, providing luxurious 
comfort aloft for thirty-three passengers by 
day and twenty-five passengers at night. 

In addition to installations in TWA ot 
fices, TWA’s itinerant displays are used 
consistently in travel agents’ windows 
throughout the country, so that 100 or more 
different units may be in use simultaneously. 
Does it pay? One traffic manager in an 
eastern city reported: “Since one certain 
travel agent started using our displays, he 
has sold one round trip to California via 
TWA and two tickets to Chicago, whereas 
we hadn't been getting any business through 
him at all.” This is just one example of 
many that might be cited as to the job 


display is doing for TWA. 


Stensgaard Addresses Jewelers 
At New York Convention 

W. L. Stensgaard, president, W. L. Stens 
gaard & Associates, Inc., Chicago, delivered 
a powerful display message before the 
(American National Retail Jewelers’ Asso 
ciation at its annual convention in New 
York City, August 28, from which the fol- 
lowing is quoted: “You must have a well 
planned display program. The old idea of 
slapping in a window in fifteen minutes is 
obsolete. You must have more time to plan 
them; you must develop a dramatic mer 
chandising idea behind them; you must de 
velop a display theme of current interest to 
the greatest number of customers. You 
must understand that your windows reflect 
the character of the store and its manage 
ment. There should be dramatized interio1 
displays, demonstration units, counter and 
ledge signs, and neat, ‘easy-to-look-at 
model stock arrangements which have the 
effecc of interesting and directing the cus 
tomer. They also help with suggestive sell 
ing and make goods easier to see and under- 
stand. Because a jewelry store is a mass 
of small articles, display is important to an 
organized appearance and inventory control 
in addition to selling. ... We live in a world 
today that assures progress to those who 
are creative, imaginative and_ inspiring. 
The refore, endeavor to conceive ideas that 
direct attention and interest—that spotlight 
or enhance the chief values or eve appeal ot 
the product. ... Do not let the article look 
better or of greater character or value at 
the other fellow’s store.” 


Plastic Display Designers And 
Fabricators Enlarge 

Plastic Alliance have enlarged their fa 
cilities and have recently brought out new 
kling, translucent holiday and seasonal 
lay pieces that are unburnable, almost 
eakable and extremely light in weight 


both window and interior display uses, 
as bells, plaques, ete. at 116 Prince 
street, New York City. Herman Rosenberg 
in’ Dominick d’Ascoli comprise the firm 


hers, 




































































DISPLAY WORLD 39 








Drives staples within 
1/16 inch of uprights. 


Reload signal in view 
when almost empty 





Movable stabilizer holds 
Speedmatic steadier 





Features the 


WIDE OPEN, NON-JAMMING STAPLE CHANNEL 


When loading latch is pressed, magazine can be swung open wide, 
leaving entire staple channel at your finger tips. Gives fast loading 
and split-second removal of any 
non-feeding staple. No inacces- 
sible chamber! No mystery! No 
time out for “jam” repairs! Just 
open up and push through any 
troublesome staple. 





Loads 3/16", 1/4", 5/16" Chisel Pointed Staples 


Speedmatic staples are of heavy gauge high-carbon steel wire, accurately formed 
with chisel points for deep driving. They are interchangeable. All sizes packed 
5000 in box. Also Pocket Pack of 1000 in 1/4” size only. 


For complete details on this all-steel, guaranteed compression tacker, write 


SPEED PRODUCTS CO. ZZ one No ow wy 
Temporarily at Liberty 


Many stores, salesrooms, lobbies, and reception rooms have empty 
wall spaces, niches, and pillars that are not “employed. These 
are ideal locations for flat display pieces. PHOTOGRAPHIC 
MURALS tell a simple story, understood at a glance . . . high- 
lighting the benefits derived from the products offered. 


ePHOTOGRAPHIC eBLOWUPS 
eTRANSPARENCIES *MURALS 


BLACK AND WHITE, SEPIA, HAND COLORED 
MAIL YOUR ORDER OR INQUIRY TODAY 


MELOY BROS., INC. ““Norena’’ 
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KICK/ 


FOR Your DISPLays 


* In football it’s distance—lIn 
display it's sales appeal 
you want. 


You score EVERY time with 
MITTEN’S beautiful 3- 


dimension letters! 


Send TODAY for Mitten’s 
NEW catalog—Free. It's the 
THRIFTY way to EXCEL! 


MITTEN DISPLAY LETTERS 


REDLANDS © CALIFORNIA 


Lor Sales Co. 
460 East Third Street * Los Angeles 


Bransby & Hewitt 


1600 Broadway * New York, N.Y. 








AETNA PLYWOOD 
BUILDS BETTER DISPLAYS 


Panels of plywood will bend without crack- 
ing, and they can be painted, stained, or 
lacquered to produce appealing and modern 
displays. Aetna’s fir, pine, gum, oak, ma- 
hogany, and walnut panels hold nails and 
screws at the edges without splitting, and 
fancy or figured woods make displays that 
click. Send for our free catalogue—you'll 
like our extra-fast service! 


AETNA PLYWOOD AND VENEER 


1729 Elston Avenue Chicago, Illinois 
Phone Armitage 7100 
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"Spice Tones" Is Theme 
Of Display Contest 


A nation-wide window display 
ending September 30, has been announced 
for Swansdown Fashions. The theme, “Spice 
Tones,” is one which lends itself to imag- 
inative displays and clever props, and it is 


contest, 


expected some very original windows will 
Any store carrying the Swansdown 
Fashions is eligible to enter the contest. 
No entry blanks are necessary. The rules 
covering the contest are simple: 

Photographs of windows featuring Swans- 
down coats and suits in “Spice Tones” must 
be mailed to Arthur Booth, Morris W. Haft 
& Bros., Inc., The House of Swansdown, 500 
Seventh avenue, New York City, postmarked 
not later than midnight, October 1, 1940. 
Windows must have appeared between Sep- 
tember 5 and 30. Photographs will not be 
returned and will become the property of 
Morris W. Haft. 

Judges are Eric Godal, world-famous art- 
ist; Miss Helen Valentime, merchandise di- 
rector of Mademoiselle Magazine; Herbert 
Greenwald, art director of the Sterling Ad- 
vertising Agency; Irving Eldredge, display 
director of R. H. Macy & Co. All contestants 
agree that their decisions shall be final and 


result. 


irrevocable. 

Cash prizes offered are: first prize, $50; 
second prize, $25; third prize, $10. 
of tie, both contestants receive full prizes. 


In case 


Chicago Exhibit And Demonstration 
Proves Big Success 

Products Company, 560 West 
Lake street, Chicago, conducted a most suc- 


Corocraft 


cessful exhibit and demonstration of display 
papers and related accessories at the Pal- 
mer House, August 13 and 14. Invitations 
were sent to all of the display factors in the 
market and the attendance was 
gratifying, all of which points to the great 
interest of displaymen in obtaining the latest 
and best information on the use of this type 
products featured 
were the complete Corobuff and 
Ace Paper Company, for which this com- 


Chicago 


of display goods. The 


lines of 


pany has become distributors for the Mid- 
west. Sol Fisher, president of the company, 
and well known for his life-time identity 
field, personally gave the 
The event was 

attended by 


with the display 
lectures and demonstrations. 


concluded with a luncheon 
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prominent Chicago displaymen, all of whom 
voiced an appreciation for being given the 
opportunity to participate in this educational 
event. 





Dog Portraits Featured 
For Dog Show 


Portraits of famous dogs done in leat 
to complement the coats and suits of Lit 
tweed were the special feature of Bonwi 
Teller’s annual “Hounds of Autumn” win- 
doms the week of September 7—timed 
the opening of the Tuxedo Dog Show. 

Champion Dinah of Mineminor, Dandie 
Dinmont Terrier, owned by Mrs. C. Merrill 
Chapin, Jr., had his portrait done in tur- 
quoise leather to accent the Linton tweeds 
shown in the window, which have a tur- 
quoise tone dominant in the wide-striped 
fabric. Emerald is the leather portrait of 
Champion Echo, owned by Mrs. Morgan 
Belmont. The green points up a suit of 
deep, rich green tweed. The prize-winning 
Whippet, Champion Chipmunk, owned by 
Mrs. Charles D. Webster, was copied in 
mauve leather. His portrait was 
with a tweed suit and topcoat in checked 
Linton tweeds with a purplish cast. An 
ochre gold portrait in leather of Champion 
Rudiki of Prides Hill, the Afghan Hound 
belonging to Mrs. Sherman Hoyt, emphasizes 
the golden tones of the tweed suit shown in 
the same window. <A Cairn Terrier, replica 
of Mrs. Charles Scribner's Champion Fas- 
cinating Eyes, was shown in beige leather 
with a suit and topcoat of beige, gray, and 
brown stripes. 

Effectively copied in a rosy carmine leath- 
er, Champion Hollow Hill Pepper, Dalma- 
tian belonging to Mrs. Hugh Chrisholm, 
stood proudly beside a suit and topcoat of 
a muted rose in Linton tweed. Another of 
the portraits was that of Champion Fair- 
court Black Knight, the English Cocker 
Spaniel owned by Mrs. Theodore Herbst. 
This portrait was done in magenta leather, 
bringing out the red and purple notes in 
the Linton tweed striped coat and suit shown 
in the window. Cool gray is the 
leather chosen for the portrait of Mrs. Rezin 
Davis’ Bedlington Terrier, Champion Gold- 
lite of Simonside. This gray made an ef- 


shown 


same 


—Sol Fisher in action during the demonstro- 
tion of display papers before assembled Chi- 
cago displaymen— 
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fective contrast with the glowing dusty reds 
of the coat and suit displayed with the dog’s 
portrait. The greyhound Champion High 
Hopes of Windholm was duplicated in a por- 
trait of dusty blue leather, pleasing comple- 
ment to the gold and gray colors of the 
tweeds in the window. 





Colorful Patriotic Posters 
For Retail Promotion 

The National Retail Dry Goods Associa- 
tion conceived the idea of a nation-wide re- 
tail promotion week to tie up with the patri- 
otic theme and called it National Retail 
Demonstration. It is being held the week 


Petite. 






At the Service of MONON eam 
~prrchading for The, 


of September 16 to 21, and for the event a 
colorful poster was designed that most ef- 
fectively carries the message to the public. 
This poster is reproduced herewith. Re- 
tailers generally are coordinating their mer- 
chandising and display policies with the pre- 
vailing temper of the country and some 
unusual display treatments have been cre- 
ated. From all large marketing centers 
come reports of excellent results, and re- 
tailers and displaymen will find many op- 
portunities for unique display* treatments 
along patriotic lines that will prove traffic 
stoppers of the first magnitude. 


Owens Joins Sales Staff 
For Alfa Displays 

E. J. Owens, Syracuse, N. Y., identified 
with the display business for many years, 
has been appointed sales representative for 
Alfa Display Company, New York, to cover 
upper New York State. 
Abacot Displays In New 
And Larger Quarters 

Abacot Displays, Inc., New York City, 
manufacturers of display specialties, have 
removed to new and larger quarters at 18 
East 16th street. They announce plant and 
service facilities have been trebled to better 
serve the display field. 
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These Popular Display Specialties 
Are Right for Fall Displays 


* STUBBLE CLOTH—36” wide, 6 shades 

*% FEATHER CLOTH—36” wide, 7 shades 

*% CRYSTAL CLOTH—36” wide 

* FLOORTEX—36”, 54”, 72”, 108” wide, 5 shades 
* GLITTER CLOTH—36” wide 


* BROADLOOM HAIRFELT CARPET—36”, 54”, 72”, 
108” wide, 10 shades 


* PANEL FELT—36”, 54”, 72”, 108” wide, 10 shades 
* SISAL CLOTH—36”, 72” wide, 20 shades 

* GRASSTEX and TRUGRASS 

* SPECIAL FELTS TO ORDER 


Write for Sample Cards 


ANKERUM MANUFACTURING CO. 


1509 WOOD ST. PHILADELPHIA, PA. 


KSA We Offer a LARGE LINE of 
x NANA 


« CHRISTMAS PROMOTIONS ¢ 











WA 


and NOVELTIES » 


i x 
EEN ENE EEN ENE EEE EEE 


WAIT For our SALESMEN 


—THEY’RE ON THE ROAD NOW! 
EXCLUSIVE, AMAZING INNOVATIONS! 


NAT SIEGEL 


39 WEST 37th ST.. NEW YORK 
NG NS NS SSS RN RR 


PHOTOGRAPHIC 


BLOWUPS 


Quality—Service—Economy 


STITES PORTRAIT CO. 


SHELBYVILLE, INDIANA 
Established 1899 





DISPLAY YOUR 


CHRISTMAS TREE 


THIS YEAR WITH A 
REVOLVING STAND 
With Lights Flashing 


M. Moister & Co., Mfrs. 
2nd & Bristol Philadelphia, Pa. od 


SHOW CASES CARSTENITE 


(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


eSigns @ Backgrounds 
Detroit Show Case Co., Detroit, Mich. 























e Fixtures 


@ Displays 
Send for free Sample and Literature 


228 NO. LASALLE ST. 
CHICAGO, ILL. 





Carstenite Sales 























#* RUBBERLITE 


Rubberlite and its patented proc- 
esses are backed by the re- 
sources of Rubber Products, Inc. 











Rubberlite is vulcanized at 
high temperature and will 


not crack, warp or shrink. Rub- 
berlite is not to be confused with 
so called rubber figures, but is 
backed by seven years of suc- 


cessful 


ence, 


trade. 


Durable Displays, 


manufacturing 
and acceptance by the 


Inc., 


experi- 


through 


its association with Rubber Prod- 


ucts, 
you 


DURABLE DISPLAYS, Inc. 


2010-2018 S. Halsted St., 


4 W. 


Inc., 
their exclusive designs in 
this time tested material. 


Factory 


Showrooms 
37th = St., 


are enabled to offer 


Chicago 


New York City 


4th & Spring Sts., Los Angeles, Calif. 











YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 


IT'S ABOUT DISPLAY 
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20th Century Merchandise 


By W. F. McALISTER 


London 





In the heart of a modern London store is 
a complete street of old English shops. Just 
a step from the escalator hall, and you are 
walking in a street whose paved ways Dr. 
Samuel Johnson or Beau Brummel himself 
might have trod. 

Harrods, Ltd., of Knightsbridge, have 
successfully captured a street scene of old 
London. 

Painted inn signs, softly illuminated by 
hanging wrought iron lanterns, help to cre- 
ate the realistic asmosphere. 

A sombre faced Bow street “runner,” 
complete with top hat, baton, and “mutton 
chop” whiskers adds to the atmosphere in 
this quaint and already famous street of old 
shops. 

Harrods’ display manager, E. W. Grieve, 
is the man responsible for this fascinating 
new feature which not only serves as an 
exhibition but has turned the ground floor 
Central hall into an alive sales section, 
where interest is kept up by frequent change 
of merchandise in the “Waggon Shop” and 
the “Olde Curiosity Shop” and the many 
others. 

Sales have exceeded far beyond expecta- 
tions; in fact, this reproduction of old Lon- 
don is proving so successful as a central 
cache for fashions, furniture, and many of 
the less glamorous lines of merchandise, 
that it is highly probable that the feature 
will be continued until the end of the year. 

The salespeople who are in attendance 
sell on the spot, or else introduce customers 
to the departments concerned. 

Grieve and his assistants deserve credit 
for their painstaking attention to detail. 





Each shop front is a true reproduc’. on: 
most of them have been copied fro ld 
prints of originals. The original ©! the 
first shop, for example, stood in the year 
1790 at the corner of Chancery lane and 
Fleet street opposite the famous “Corner 
House.” The original of the fourth shop 
once stood in Shoe lane near Oldbourne hall 


in the days of David Garrick. 

The brickwork of another has been faith- 
fully copied from that of Hampton Court 
palace, and so it is throughout Harrods’ 
street scene—the romantic charm of the 
past, with its quaint latticed windows and 
atmosphere reminiscent of snuff boxes and 
cobblestones, has been successfully and 
profitably blended with 1940 merchandise 

It is the romance, dignity, and faithfulness 
to the original which takes this interior 
display above the classification of “stunt,” 
and has won the sympathy and interest of 
this conservative store’s public. 

It is the first time that such a large scale 
interior of this type has been attempted in 
England. 


Adhesive Holiday Decorations 
For Quick Application 

A varied assortment of holiday decora- 
tions and edgings with Presto adhesive back 
for easy and quick application has been in- 
troduced by Eldredge Sales Company, 110 
East 42d street, New York. The line in- 
cludes Christmas bells and other ornaments 
in cellophane, foil and tinsel materials 
Colors featured are red, blue, clear, silver, 
and gold. 
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New And Spectacular Decorative 
Lighting Scheme 

Mere rays of light can now bring us 
instantaneously from the reserved dignity 
of the past eras of decoration into glorious 
and patriotic decor characteristic of mod- 
ern day brilliance! This unusual transition 
has just been accomplished by Paul R. Mac 
Alister, internationally known interior de- 
signer for the American Theater Wing of 
the Allied Relief Fund held in the dining 
room of the Hotel Berkshire, New York 
City. 

The dining room ceiling is heavily orna- 
mented with rococo motifs of color and gilt. 
In order to create a glamorous setting for 
this occasion Mac Alister disregarded the 
conventional means of temporary redecora- 
tion, and transformed this room into a set- 
ting as dramatically inspiring as an aurora 
borealis. 

A battery of spot lights was concealed in 
each corner of the 50-foot square dining 
room hidden from view by tall, tropical 
plants. From these four points great shafts 
of brilliantly colored light rays were shot 
on to the ceiling, completely diffusing the 
original ornamentation and permeating the 
entire room with a vast feeling of spacious- 
ness. The predominating color scheme flood- 
ing the room was red, white and blue, but 
frequently during the evening this was 
changed for short intervals to create a 
myriad of effects. With each color change 
the room took on an entirely new appear- 
ance. This further promoted the theory that 
the ingenious use of light in contemporary 
design will shortly be indispensable. 

At one end of the dining room occupying 
a large part of the wall space was a car- 
touch formed by an American eagle backed 
by a burst of American and British flags, 
each one of which was individually lighted. 
The unrestrained and professional handling 
of light on this theme made it a breath- 
taking focal point. A small bar adjoining 
the dining room was treated in the same 
manner, but on a smaller scale, providing 
an intimate and colorful atmosphere. 

A fashion show taking place in the after- 
noon was the outstanding event on the pro- 
gram, and here again, the use of light pro- 
vided a major part of the entertainment. As 
each model descended the steps and walked 
before the guests, constantly changing shades 
of light were focused on her. Commencing 
with a deep blue, the shade became lighter 
and lighter as the model progressed, then 
changed to a deep red which, in turn, paled 
into a soft pink. To climax the patriotic 
color scheme, a dazzling shaft of pure white 
light was thrown on the model revealing the 
lines and details of the gown. 

Seldom before has light been such a suc- 
cessful host, and as a result, Mac Alister 
stated: “Light—the first medium known to 
man—is now on the crest of a decisive fu- 
ture in the world of modern decoration.” 


Werback Promoted At 
Abraham & Strous 

Arthur C. Werback, formerly manager of 
the sign and interior display department, 
Abraham & Strous, Brooklyn, N. Y., has 
been appointed assistant to John A. Rosen- 
berg. display director for this establishment. 
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UP Go CHRI 
_ _with UPSO 


Your displays are more striking and effective with Upson Easy-Curve Panels! 
Curves, columns, arches, novelty cycloramic treatments—all these can be made with 
Upson Easy-Curve Panels. They are lightweight and flexible—-can be rolled with 
the grain down to a 6” diameter, or against the grain, 

if that is necessary. Large panels, 4’ wide x 10’ long 


pebbled on one side, smooth on the other. 


Plan your Christmas displays now, with Upson Easy-Curve 
“%% Panels! Write for illustrated folder to Dept. D-1, 
‘’ THE UPSON COMPANY, Lockport, N. Y. 








CREATORS — DESIGNERS AND 
MANUFACTURERS OF 


Electrical Advertising Counter times his engi ro sng. ht 
~ H JON unit ight in, 
and Window Displays fon The medal ihustroled sould 


pull itself 822 times its length in 
Depicting Waterfalls, Fire, Steam, Pour- the same time. Write for details. 


ing Actions, Traveling Letters, etc., in FLEXO* TION 
ANIMATION MECHANISMS 


Illuminated Continucus Motion. GEARED MOTORS-any TURNTABLES for 30 


Seen-In-Action Displays Co., Inc. speed, current, or size. 10/000 pound displays. 
261 Fifth Ave. New York City NY, 434,4 @ 2940) 40 eC] tN On 








211 NORTH MORGAN STREET CHICAGO, ILL. 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 








See the Di ference! 


—when you use 


RO NAN Superfine 


SCREEN PROCESS PAINT 





eBrilliant, Attractive Colors 
eWill not clog finest screen 
@Excellent Hiding Power 
@More jobs per Gallon 
@Rich Velvety Effect 


@Flexible Finish—will not crack 











SEE YOUR DISTRIBUTOR 


Write us for Color Card and Prices 


T.J. RONAN CO., INC. 


749 E. 135th St. 
New York City 


VAN Z))) 
© i OINGR a) 


Sell With MOTION 


If you want to sell displays ... animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 


Speed Way is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 
etc. 








Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 


1839 S. 52nd Ave. 
Cicero, Ill. 
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THE INSTITUTIONAL DISPLAY 
[Continued from page 9] 

famous homes, and homes of some of our 
famous sons and daughters. One display 
that attracted considerable comment was 
on the Bellingrath gardens at Mobile, known 
as the “Charm Spot of the South.” We 
handled this display with photographs of 
various beautiful spots to be seen in the 
gardens and shrubbery and potted flowers 
which we obtained from one of our local 
florists. Each display was treated differently. 
There were twenty in all. 

Here is how we gathered the material and 
data for these displays. Our publicity di- 
rector, a local commercial photographer and 
I made a complete nine-day tour of our state. 
We visited the heads of institutions or fac- 
tories and explained our proposition. We 
received wonderful cooperation. Everything 
possible was furnished us and the expense 
of these displays was nominal considering 
the benefits derived from them. Our publicity 
department ran the same advertising as be- 
fore but in addition to this, both evening 
papers and the morning paper ran news 
comments on the displays; one paper de- 
voted the top space of its editorial page to 
the idea that these displays be kept intact 
and used somewhere as a permanent exhibit. 
In addition to this publicity, we received 
requests for this exhibit from the state 
chamber of commerce, or local chamber of 
commerce and the curator at the University 
of Alabama. However our president felt 
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they belonged to the state chamber of « 
merce, where they are now on display. | 
enlargement bears the inscription, “Court 
of Loveman, Joseph & Loeb.” 

The fourth and last series was show 
April of this year; the theme was “Lii 
Glorious in Alabama.” We _ attempted 
show photographically what could be 
if one toured the state. We visited twe 
five of our most important cities, callin; 
the chambers of commerce to solicit 
aid in securing pictures of the most 
standing places of interest, old as well as 
modern homes, churches, parks, schools, and 
the like. Our publicity manager, a photog- 
rapher and I again toured the state but this 
time it required twelve days to secure the 
pictures. In the backgrounds, we used 4-by- 
8-foot enlargements of the main streets of 
these cities or scenes which would easily 
be recognized. In the foregrounds we dis- 
played 10-by-16 and 16-by-20 black and white 
photographs mounted with descriptive cards, 
All during the week we ran full-page ads 
daily, calling attention to the windows and 
giving interesting as well as historical in- 
formation pertaining to the different cities 
represented. There were daily radio broad- 
casts to which the presidents of all the civic 
clubs lent their services, expressing highly 
complimentary opinions of the displays. At 
the time these displays were in, our presi- 
dent was in Miami, but he 
many letters and telegrams congratulating 
him on the idea that he wired to keep them 


received so 




















—''This seems to be Mr. Motz—representing one of the plastic display fixtures manufacturers! ''— 
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returned home. 


It is planned that these displays in their 


entirety become the property of our local 
chamber of commerce. They plan to make 
them a permanent exhibit in their audi- 
torium. The state junior chamber of com- 
merce has asked us to permit them to take 
the displays intact to Washington for their 
national convention. These displays entailed 
quite a sizeable sum but we feel the benefits 
derived will more than off-set their expense. 

In closing, I would like to say that in pro- 
ducing a series otf displays such as these, 
the complete cooperation ot the publicity 
and display departments is most essential. 
I do not feel the display department alone 
could successfully sell the management or 
collect the necessary material. It is quite 
an undertaking—but I recommend it to any 
store. 

ALWAYS SOMETHING NEW 
IN NEW YORK DISPLAYS 
[Continued from page 7] 


are also finished in this tone of plaster. 
Not content with their adventure in wear- 
ing exciting new hats and veils, the cupids 
also adorn themselves with interesting cos- 
tume jewelry which complements the colors 
of the hats. One feature color in millinery 
was grouped in each window, the text car- 
ried on a gold plaque in the foreground 
reading, “Impression of Fall 1940... . Bon- 
nets as Gay Ninety as a Stereoscope,” “Tur- 
bans as purple as a monarch’s robe,” “Hats 
as bright as autumn,” “Hats that play black 
on black,” “Hats as bright as the Fruit of 
the Lime,” “Hats beige and black as a South 
American Saki.” The beveled frames of the 
settings were covered in a spatterdash paper. 

At Altman’s, Display Director Louis Vill- 
ela used an interesting theme for present- 
ing millinery in the full stretch of Fifth 
avenue windows. “Your hat fits your head” 
made the headline in each setting and the 
window cards turther read that the hats 
were designed to complement the new styles 
in hairdress designed by Charles of the Ritz. 

The large windows were closed down first 
with panels covered in black and gold spat- 
terdash paper and then shadow box frames 
finished in two-tone blue-green stripes. The 
millinery heads with shoulders were finished 
in a velvet tone of the blue-green frame, 
which accent by contrast their blonde, red, 
white, and black hair. One mannequin in 
each window was shown without a hat, thus 
further illustrating the new style of hair- 
dress. “Black Profile Hats for the side-roll 
pompadour” were featured in this window 
... blocks of natural wood grouped around 
the base of each figure and spaced with ac- 
cessories in gold and rhinestone jewelry, 
white suede gloves and black suede hand- 
bags. 


Malone Resumes Position 


With Model Form 


Erin Malone has resumed his former posi- 
tion as display stylist and sales manager of 
American Model Form Company, 126. Woo- 
ster St.. New York City. He reports that 
he is now engaged in originating a new 
line of action display forms and mannequins. 








in another day so he could see them when he 
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ee ON DISPLAY AT YOUR 
SERVICE WHOLESALERS 


* DON'T FAIL TO SEE OUR X4003 SETUP XMAS TREE 
AND Xx 4007 FIREPLACE UNIT 





THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA, PA. 
SHOWROOMS - NEW YORK AND CHICAGO 














and now comes FLEXIBLE MIRROR 
-“MIROFLEX’”’ 


The NEW Display Medium That Reflects the Modern Mode 


“The Mirror That Bends’’ attracts the eye by or inside. In panels, strips or sheets, MIRO 
the charm and distinction it adds to any dis- FLEX brings a new opportunity to the display 





play or decorative design. A rainbow of colors designer and the sign builder Investigate 
—Clear, Blue, Gold, Pink, Green or in com the limitless possibilities of MIROFLEX 
bination. Flexible to any contour Easy to ind be the first in your locality with the 
apply with any good adhesive Waterproof, display world’s newest and most attractive 
Heatproof, Shockproof, can be used outdoors medium, 


Write for Folder & Price List. Distributors & Dealers Wanted. 


HUDSON SPECIALTY COMPANY 


Sole Distributors 
467-469 llth Avenue (37th to 38th Sts.), New York, N. Y. 


Tel. BRyant 9-3720 





Preparedness 
Is The Nation’s 
Keynote! 


PREPARE 


for 


XMAS 
WINDOWS 


touch with 
| your local jobber 

* | or mail coupon to 
MAHARAM Maharam direct for 
poi samples and _ prices 


EVERY 
DISPLAY on complete line of 


NEED 


Get in 


Display Fabrics 
Accessories 
Leatherettes and 
Novelties 


FABRIC CO 
Complete Line of Display Fabr.cs & Accessories 


NEW YORK—130 WEST 46th STREET 


San Francisco 
830 Market St. 


a ae Fe 
RPORATION. 


St. Louis Los Angeles 
915 Olive St. 819 Santee St. 


MAIL THIS COUPON 


MAHARAM FABRIC CORP. 
130 W. 46th St., New York City 
Please send me samples and prices. | am 


Chicago 
6 E. Lake St. 


interested in 


Please send me name of nearest jobber. 
Display Mgr 
Store 


‘ Address 





Manufacturers of Manikins 
Display Please Check \ 
FLEXTURE (A Snakelike metal) 
,oodman Iilusion Manikin Heads and 
Hands 
roodman Tilted Coat Forms 
,oodman Patent Sleeve Forms 
[ oodman New Speedmatic Tacker 

GOODMAN COMPANY 
Unusual Distlay Equipment 

19 West 34th St., New York, N 


pos 


MODERN XMAS TRIMS 


REQUIRE OUR COMPLETE SERVICE 
Write for Our Illustrated Catalogue 


MARCUS WINDOW DISPLAYS 
114 LINCOLN ST. BOSTON, MASS. 


Accessories 




















@Please Mention DISPLAY WORLD When 
Writing Advertisers 


DISPLAY WORLD 
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Here And there 


bombers 
and the 


are roaring 
“battle for 


\s this is written, 
high above England 
Britain” is on in full blast. Spectacular 
achievements are being claimed by both 
sides and the outcome of the conflict can not 
be predicted with any degree of certainty. 

Less thrilling, but likewise important in 
Britain’s struggle against the dictators, is 
another form of battle which is being waged 
within the British This is the cam- 
paign for war contributions in various forms 
ranging from morale to conserva- 
tion of food and supplies. It is in this part 
of the conflict that display is being featured. 

The Ministry of Information has adopted 
the idea of using window display for “home 
front propaganda,” largely at the urging of 
Richard Harman, managing editor of the 
London publication “Display.” In addition 
to war-time settings initiated by displaymen 
Ministry of Information is 
material 
photographs and blow-ups for installation at 
regular intervals. English displaymen are 
reported as backing the plan enthusiastically. 


Isles. 


civilian 


themselves, the 


releasing special display such as 


CHa j 
SUPPORT {ik 


Pictured above is a window display cre- 
ated by Lewis’s, Manchester, with the Royal 
Air Force as its subject. Note the patriotic 
nature of the valance, or “pelmet,” with the 
“The National Effort—are you 
helping?” Photographs and blow-ups show 
the air force in action, while the sign at 
the right goes into detail as to the mileage 
flown by the R. A. F. over German soil since 
the war began. The mannequin is clothed 
in the uniform of a flyer. 

Below is seen a display by A. Clarkson, 
General Electric Company, London, using 
the blow-ups furnished by the government 
The subject is “The Royal Navy,” and an- 
other phrase lettered on the end of a tor- 
“Hitler’s Secret Dread.” The 
is a head-end view 
battleship, followed by others in the dis- 
tance. Cut-out figures of two British tars 
stand at the left, while photographs of the 
fleet in action complete the display. 

Other windows in current use play up th 
necessity for conserving raw material, using 
“Raw material is war material.” 


wording : 


pedo reads: 


center illustration of a 


the phrase: 
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COMING UP! 


Moving Day—October 1. 

Loyalty Days—October 5-6. 

Fire Prevention Week — October 
6-12. 

Columbus Day—October 12. 

National Candy Week — October 
13-19. 

National Retail Grocers Week — 
October 21-26. 

Girl Scout Week—October 27-No- 
vember 2. 

Navy Day—October 27. 

Hallowe’en—October 31. 

National Art Week—November 1-7. 

National Horse Show — November 
2-9. 

Election Day—November 5. 

Book Week—November 10-16. 

Father-and-Son Week — November 
10-16. 

Red Cross Week—November 11-21. 

Armistice Day—November 11. 

Thanksgiving Day— November 21 
(By presidential proclamation). 








TRENDS IN DISPLAY 
[Continued from page 17] 

The concept of display as merchandise 
presentation designed to insure a profitable 
return on the investment in selling space 
and personnel makes increasingly clear the 
definite tie-up between display and the other 
activities of store management. Viewed in 
this light, correct merchandise presentation 
is seen as a direct factor in the avoidance of 
expensive remodeling and rehabilitation jobs 
It is an important factor in determining 
profitable assortments and best selling mer- 
chandise, for nothing shows up top heavy 
assortments and unprofitable price lines so 
quickly as a check-up designed to discover 
whether a certain presentation is bringing 
in sufficient returns to justify its occupation 
of the space involved. A careful study of 
space-profit relationships will also act as 
an automatic check on out-of-stock condi- 
tions, too-heavy inventories, etc. Naturally 
we do not say that correct merchandise 
presentation will solve all the problems of 
retail management. We do say that it can 
and should act as a guide and check on 
underlying conditions which can be of al 
most inestimable value. 

But—it can do this only if store manage 
ment ceases to regard display or merchan 
dise presentation as an added and non-es 
sential feature and gets down to a matter 
of-fact realization of its abilities as a sales 
volume builder, and its real importance in 
the down-to-earth business of retail selling 
Contrast, for instance, the set-up of yout 
advertising department, its annual appro 
priation, the respect in which it is held, 
with the position which display occupies in 
the average store. We are at a loss to 
account for this attitude except that it arises 
partly from ignorance of the true meaning 
and potentialities of merchandise presenta 
tion, and partly from sheer inertia. 

verybody is an authority on advertising 

everybody likes to fool around with it 
Why? Well, we believe that it’s largely be 
cause you can plan an advertising campaigi 
With your feet on your desk; but to do a 
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Modern Display Men Use 


FLA-WUNIZE 


= X-3000 


The MODERN FIRE-PROOFER for 
Textiles... Paper Products 


Cardboard . . . Wall Board 
and Woods of all Kinds 


“Many of our Customers Find FLA-MUNIZE Indispensable” 


H. W. HIMELHOCH, President, 
DISPLAY CREATIONS, Ince., Detroit. 



















The words of Mr. Himelhoch, quoted above. 
are echoed and re-echoed by display men all 
over the country. Fabrics, signs, drops, frag- 
ile and highly inflammable displays of all 
kinds are efficiently fireproofed in a few 
moments with FLA-MUNIZE X-3000. This 
product is odorless, colorless and does not 
shrink or weaken fabrics. Get full informa- 
tion at once. 


Write for FREE SAMPLE and Literature 


FLA-MUNIZE INC. 








4845 BELLEVUE AVE. DETROIT. MICHIGAN 








ATTENTION JOBBERS 


of Display Materials — BAMBOO 


Profitable selling arrangements available in r 
some localities for distribution of America’s Put that Tro pica 1A ppea ] 


smartest Xmas display papers, featuring in your Spring and Summer Displays 
100‘. American made Foils and Papers. with NATURAL BAMBOO ... 








Write Today for Samples and Information Immediate delivery from the largest stock in the 
U. S. All sizes from % inch - 7 pow yg Ro een 
Ww fo é les of Fabricatec é oC 
MARCUS Susukew: Sessnaing. pe ore oem 
WINDOW DISPLAY SERVICE, INC. PACIFIC BAMBOO PRODUCTS, INC. 
112 LINCOLN ST. BOSTON. MASS. 4 6701-15 Eleventh Ave. Los Angeles, Calif. J 
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« « Please Mention DISPLAY WORLD When Writing Advertisers » » 





















NOW! 


EATON 


COLORED 
GRASS MATS 


FOR YOUR 


Fall Displays 


Brighten your windows with Eaton 
Mais colored to suit the season. 


For complete information on _ colors 
available call your local display jobber 
or write— 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 





























TRU-TRE BIRCH BARK 


True in its imitation of the natural. Lends itself, in 
a practical manner, to all types of year-round 
displays. 


3x8’ in size *6.00 


write TRU-TRE STUDIOS 
42 So. 3rd St., Minneapolis 
or the following jobbers 
Adler-Jones Co. Frank D. Maxwell Corp. 
L. J. Charrot Co., Inc. Texkraft Sales Co. Inc. 
Display Creations, Inc. L.E. Hier Display Equip. Co. 








ONLY 


i 


SENSATIONAL NEW ELECTRIC 


Ad 
TURN TABLE 
OPERATING COST ONLY 4% CENT PER DAY 
Handle 150 to 200 pounds, yet it weighs less than 15 
pounds. 8 inches square, height 3-5/16. Does 
the same work as turntables costing four times our low 
price. You have always wanted -yes, needed a turn- 
table and thought you couldn't afford one. Write for 
illustrated folder NOW. ONE YEAR GUARANTEE. 





GENERAL DIE & STAMPING CO. 
NEW YORK CITY 


265 CANAL S51 
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good job of merchandise presentation in 
your own store requires foot work as well 
as head work, and considerable honest-to- 
God effort. We don’t meant to disparage 
advertising—far from it, but we do feel that 
the customer has a right to see the merchan- 
dise given the same kind of build-up in the 
store as it had in the paper where the ad 
was run. Yet at the point of contact be- 
tween customer and merchandise, the most 
important point in the whole retail business, 
and the only possible point of profit, the 
merchandise is nine times out of ten left, in 
effect, to shift for itself. All the promo- 
tional effort goes into getting the customer 
into the store; once there the outcome is 
left to chance and the ability of the clerk— 
both doubtful factors upon which to base 
your expectation of profit. Such promo- 
tional work as is done in the store is usually 
sketchy and haphazard, frequently serves to 
distract attention from the merchandise 
rather than to direct attention to it, and 
does nothing to give the customer the infor- 
mation he wants or to make it easy and nat- 
ural for him to find and examine the mer- 
chandise in which he is interested. The gen- 
eral tendency in presentation, if you can 
call it presentation, certainly places an 
enormous burden on your advertising, on the 
skill of your salespeople, and also on the 
patience and persistence of your customers. 

foo much of the promotional effort in 
our stores today is of the easy chair variety. 
We sit back and plan expensive and catchy 
advertising campaigns, we rack our brains 
for new tricks to get people into our stores, 
we buy flashy and expensive display gadgets 
with nothing to recommend them but their 
doubtful decorative value—and then we call 


it a day. The real job of using the space 
at our command to do a selling job on our 
merchandise —the day-to-day business ot 


presenting our merchandise so that it is 
visible, accessible, and easy to buy—that is 
lost sight of in the easier and more spectac- 
ular type of promotional effort. And most 
of this effort, let me add, is directed toward 
moving merchandise specifically bought for 
promotional purposes, low profit merchan- 
dise, in the main. And yet 85 per cent of 
our business is done on that staple mer- 
chandise whose promotion is handled inside 
the store itself in so unfortunately hap- 
hazard a fashion. 

In addition to the disinterested attitude on 
the part of management, one of the reasons 
for the comparatively ineffectual display job 
now so widespread is the calibre of the men 
who have gone into this type of work. 
Don't misunderstand that statement—there 
are, of course, a great many potentially fine 
merchants among displaymen. But the 
position which display occupies in the aver- 
age store has cast a shadow over them, and 
too often the men themselves fail to realize 
the potentialities of their job. Perhaps the 
trouble is that they have not aimed high 
enough, they haven’t attempted to become 
great merchandisers instead of merely good 
displaymen. Yet the display job, approached 
from the angle we've presented, offers the 
quickest possible method of getting a sound 
practical knowledge of all lines of merchan- 
dise, and of every important operating and 
merchandising activity. Viewed in this light, 
there is no better opportunity in retail busi- 
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ness today than display—and it’s probat 
the most neglected phase of retailing. Th); 


is not because the stores don’t have tie 


innate ability in their personnel to carry it 


through, but because they have failed to 


recognize the various branches of activity 
involved as basically belonging to one func- 
tion, and consequently have not organized 
them properly. Even the best displayman 
suffers an almost insuperable handicap if 
the management of his store persists in re- 
garding his job as concerned simply with 
decoration—remote from merchandising and 
the build up of sales volume, from the re- 
lationship of costly sales space to the pres- 
entation of the merchandise for sale. 

As an argument in favor of an intelligent 
job of merchandise presentation, let us pre- 
sent some figures. In checking a repre- 
sentative number of retail stores, we found 
that in some the percentage of customers 
sold is as low as 30 per cent; less than one 
out of three customers who enter that store 
make a purchase—the other 70 per cent 
walk out empty handed. In other stores the 
percentage of customers sold goes over one 
hundred, with every customer who comes in 
averaging at least one and often more than 
one transaction. And this crazy quilt per- 
formance comes from stores that are defi- 
nitely comparable with regard to merchan- 
dise assortments and personnel, that sell the 
same kind of merchandise to the same kind 
of customers. Surely a 70 per cent differen- 
tial in the number of customers who are 
actually profitable to the store is food for 
thought with regard to the possibilities of 
merchandise presentation. 

In the face of conditions now existing in 
most stores, we definitely suggest a review 
of the entire set-up responsible for sales- 
promotion within your store—a review with 
the purpose of reorganization. And we do 
not suggest this reorganization only for 
those stores who are considering remodel- 
ings or new buildings—we suggest it em- 
phatically for those stores which merely 
contemplate staying in business profitably. 
A better promotional job within the store is 
an absolute necessity for most retailers 
The means to achieve this end are already 
in your hands, for its fundamental require- 
ments are merely the selling space you use 
and the merchandise you have for sale there. 
What you need to do is to organize the 
handling of these fundamentals into a 
smoothly functioning, well-coordinated ac- 
tivity. Organize display on a broad scale 
and a firm base, and whatever you choose 
to call it, head it up in one man who 1s 
capable enough and big enough to coordi- 
nate all its many phases. Expect him to 
disclose to you not only the weak spots in 
your merchandising with reference to the 
returns on space occupied, but also the 
weaknesses of individual merchandise items 
and price lines. Expect him to hammer 
home to your salespeople the fact that by 
carefully merchandising and displaying their 
sales space they are only simplifying their 
own selling problems and increasing their 
productive capacity. This executive should 
not be attached to the advertising depart 
ment. The activity referred to here is far 
broader than merely backing up advertised 
items. 


In fact, this idea of display as mere back 











oO 


It 


d 


SEPTEMBER, 1940 


ing for advertised items is, in general, a 
pernicious one. You spend your advertising 
money to bring people into your store. It 
costs you probably 20 per cent to sell these 
advertised items. 

The problem which confronts you once 
you get these customers into your store is 
what else you can sell them in order to 
make their visit profitable to you. It is quite 
obvious that the usual display policy as ap- 
plied to the promotion of advertised items in 
both windows and interiors needs consider- 
able study and rationalization. With the 
proper study and analysis, merchandise 
presentation (incorporating store layout) can 
become a much more exact science than ad- 
vertising or any other phase of store promo- 
tion. Why not give it a chance to work 
for you? 

Perhaps the small expenditure involved in 
this activity will convince you that it is not 
of sufficient importance to receive major 
attention. Perhaps the easiest thing for you 
to do about it will be to call a dozen or so 
people together and tell them that the job 
must be done. Then you can sit back and 
hope for the best—and you won't get it. But 
if you step into this activity boldly—pin the 
job on a capable display executive with a 
merchant’s point of view and then back him 
up to the “n’th” degree, you can really ex- 
pect something to happen. And when it does, 
you'll read about it in black figures on your 
balance sheet. 


Thayer & Chandler Issues 
Air Brush Catalogue 

Copies of a new catalogue on Thayer & 
Chandler air brushes may be had on appli- 
cation to the firm at 910 West Van Buren 
street, Chicago. Various types of brushes 
are shown, together with related equipment 
and practical hints for air brush exercises. 


Heiss, Stanley Win 
A. G. A. Contests 


Winners in the double display contest 
sponsored by the American Gas Association 
Bulletin have been announced. In the re- 
frigerator division, first award went to 
Laurence G. Heiss, Philadelphia Gas Works 
Company, Philadelphia; second prize was 
won by Sanford R. Wilson, Florida Power 
& Light Company, Miami. Harvey C. Stan- 
ley, Washington Gas Light Company, Wash- 
ington, won first place in the water heater 
division, followed by T. E. Hawkins, United 
Gas Corporation, Houston. 


Ray Twyman Dies 
Of Heart Attack 

His many friends in the display field will 
regret to learn of the sudden death of Ray- 
mond B. Twyman, long a well-known figure 
in the industry, of a heart attack on August 
7, in Chicago. 

Twyman spent practically all his life in 
display. He was formerly with the Popular 
Dry Goods Company, El Paso, and with 
Pfeiters of both Little Rock, Ark., and 
Providence, R. I. He became associated 
with the Adler-Jones Company, Chicago, in 
1927, and was preparing to leave on_ his 
Christmas selling trip for that firm when 
Stricken, 
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FOR FALL 
SHOW CARDS 





G. Product of 
CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD. 


CHICAGO, ILL. 











A- Good Htand 


for Faster Tacking— 
Greater Convenience 
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HANSEN 
VEST-KIT 


the New Staple Package 


S near as the vest pocket—for quick, easy 
access—the Hansen VEST-KIT provides an 


ever-ready supply of staples. Fits vest pocket 
for portable use. 

Five Vest-Kits are packed in a box—1!,000 
staples per Kit—5,000 per box. In each Vest- 
Kit are 8 strips of staples totaling 1,000. 

This modern method of packing staples for 
easier, quicker, more portable use, is an ADDED 
HANSEN SERVICE—combined with Hansen 
Tackers for speeding up display and sign work. 
Indispensable for every sign and display man! 


SEND YOUR ORDER 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave. 


CHICAGO, ILL. 


































CELLOPHANE 
BELLS 


PAPIER MACHE 
BELLS 


TRIMMED BELL 
BELLS CLUSTERS 


MADE IN U. S. A. 


PLAIN 
BELLS 


Attractive Discounts to Jobbers 


and Quantity Users 


ELDREDGE SALES COMPANY 
110 East 42nd Street 
New York 
LExington 2-6176 











BIRDS 


AND 
ANIMALS 
USED FOR 
Window Display 


Build sales because they 


Attract Attention 


Write for our descrip- 
tive folder giving rental 
prices by week and 
month, 


Also Glass Eyes for 
Manikins, Animals and 
Birds. 


Schoepfer 
Taxidermy Studio 


1200 Broadway at 29th 
New York City 


A. G. Seaman & Co. Ine. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 


CATALOGS ON REQUEST 
31 West 34th St., New York 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 


























WINDOW DISPLAY 


TRAPHAGEN FOR RESULTS! 
High-salaried, fascinating profession. Unlimited 
OPPORTUNITIES. Demand for workers trained 
in Fashion, Interior, and Counter Display by Trap 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 
Send for the AIR BRUSH 
“In 1891 CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 






















CHICAGO - - ILLINOIS 
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“As Seen in Paris” .... “Paris import’... 
“Just Arrived Direct from Paris” ... that’s 
the copy we were putting on our cards a 
year ago, and the year before that, and as 
far back as you want to go. ... Paris was 
the hub of the world’s fashions. . Dame 
Fashion made that her main office, but that 
office fell under blitzkrieg heels . . . she just 
escaped with a few spools of thread 
hurrying pell-mell to Spain she realized her 
wisdom in designing a pleated skirt which 
helped her make the clipper for America 

. she is now located in that famous Sev- 
enth avenue... the famous center of New 
York, the fashion palette of our America 
which has often criticized Paris . copied 
Paris ... adapted Paris designs. . . . Dame 
Fashion is now on the spot suddenly 
the eyes of the fashion world have turned 
to Seventh avenue for inspiration .. . the 
buyers who took ocean trips can now reach 
the source of inspiration in a taxicab from 
Grand Central station ... the designer who 
was really only an adapter on Seventh ave- 
nue a year ago has become an originator, 
if he can originate ... designing, like dis- 
play, is a profession and many a displayman 
when pinning up a dress on a mannequin 
has thought he could do a better job. 
Schiaparelli and Mainbocker were names up 
in the clouds never to be reached by any- 
one, but today in America the designing 


field is as open as a rainy cloud .. . cre- 
ators are needed badly creators with 
new angle ideas for shoes gloves 


bags... hats ... gowns . surely in the 
display profession there are men who can 
meet some of these opportunities . . . rise 


up and shine Dame Fashion needs you 

One of the most subtle forms of jealousy 
is envying the other man’s job. Some dis- 
playmen go much farther than that, but 
usually trying to get another man’s job is 
about as hard as trying to copy his style of 
displaying merchandise. Develop your own 
style of displaying merchandise and you 
won't have to be envying the other fellow’s 
job. 

St. Paul said: “I am glad I am in jail 
because it gives me opportunity to write you 
letters.” This quotation makes me wonder 
if a self-imposed jail sentence would help 
some displavymen to overcome this handicap. 

One of the most important questions in 
the recent “Think This Over” survey which 
was presented at the I. A. D. M. convention 
in Detroit was Question 4: Do you believe 
that a lack of help in your display depart- 
ment has prevented you from doing a better 
job, both in windows and interiors? Yes, 
72 per cent; no, 28 per cent. 

Over 72 per cent of display executives 
throughout the country believe that a lack 
of help has prevented them from doing a 
better job for their stores. In some stores 
this means one man additional, in others two 
or three, depending on the size of the in 


Think this ever... 


By FRANK G. BINGHAM ==aaees 
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stitution. Lack of help has prevented tis 
great sales book of retailing from grow: 
larger. Investing in help for selling m 
chandise has always been a sound business 
theory, but why retailers pass up the display 
department as a selling one is beyond my 
trend of thought. I have always believed in 
the right angle triangle of sound retailing, 
the altitude of which is newspaper adver- 
tising, the base personal salesmanship, and 
the hypotenuse, or longest side, Display 
Presentation due to its potency in having 
the actual merchandise correctly presented 
before the customer's eyes where she can 
buy it. For the first time perhaps, the dis- 
play profession has spoken in unison to the 
tune of 72 per cent for more help, so that 
a better selling job can be done. More help 
to sell merchandise, more help to sell the 
whole store to the public is a necessity in 
display today, if the merchant is interested 
in increasing his business and_ building 


JQ 


good-will. 

Questions 5 and 6 tie-in so perfectly when 
we speak of increasing our store’s business 
and building good-will, I will insert them 
here: 

Question 5—Do you believe that a lack of 
advance planning by the promotion depart 
ment has cut down your effectiveness in in- 
stalling display? Yes, 74 per cent; no, 26 
per cent. 

Here again is focused before the retailer's 
eyes a true picture of how his business could 
be increased. Every display executive knows 
that the displays that are well planned in 
advance sell the most merchandise. We have 
only to look at certain seasons of the year 
or events that display executives know about 
far in advance to prove this. These promo 
tions are planned and executed successfully 
because they have been planned definitely 
in advance. The last-minute promotional 
changes are sometimes a necessity, but to 
often they become a habit. Display execu 
tives are quick-change artists by experi- 
ence, but one must be given time to put the 
rabbit in the proper position before pulling 
it out of the hat. Lack of planning can not 
wholly be placed to the promotional depart- 
ment, because they, too, have their troubles 
with last-minute copy and “here’s the hot- 
test item in the world—it just came in” typ 
ot buyers. The solution of the problem, like 
all major problems, lies with management, 
and I do not think good management can 
afford to let sales by display continue to b 
handicapped through lack of advance plan 
ning. How long does display need? The 
answer we find in: 

Question 6—How many weeks should you 
have to do a real selling job? One week 
22 per cent; two weeks, 52 per cent; thre 
weeks, 14 per cent; no answer, 12 per cent 

The majority as you will notice asked fo! 
two weeks for advance planning, which cer 
tainly isn’t asking too much of management 
and it’s a problem that could be solved 
easily and by so doing increase store profits 
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surprisingly and everyone would be happier 
and live longer. 

\ voice filled with an overflow of real 
living greeted me a few weeks ago at the 
Adler-Jones Showrooms in Chicago. It was 
the same voice that many times before I had 
heard always with that enthusiasm that 
comes from a happy person. A person in 
love with his job, a person interested in you, 
your life, your family, your work as much 
as his own. That voice is now forever silent. 
It belonged to a great guy by the name of 
Ray Twyman. His sudden death came as a 
great shock to those who knew and loved 
him. He was a salesman who made a game 
of selling. It was fun to buy from Ray. He 
sold me a Jack Frost once and the little guy 
has always reminded me of him. Ray would 
scamper around the country selling colorful 
things to make people happier and after he 
departed from your store somehow your job, 
too, became more colorful and you, too, were 
happier. His brush was his enthusiasm for 
living. His palette was a mixture of noble 
friendly deeds. His voice was like the wind 
rustling the autumn leaves. He, like little 
Jack, made the scenery of display alive with 
colorful moments we'll always remember 


Surge In Retail Sales 
Aids Display Budgets 

Substantial increases in retail sales gen- 
erally reported is greatly accelerating the 
display market. A survey of large retail 
stores indicates a more liberal policy to- 
wards display appropriations for the holiday 
season, in many cases this being automati- 
cally in line with the ascending sales curve. 

In the display market itself there has 
been a noticeable increase in activity, 
marked by the introduction of new materials 
and specialties. In some lines a shortage 
of goods is anticipated. 

Display manufacturers interviewed rec- 
ommend the early placing of orders for all 
holiday requirements to avoid delay in 
scheduled deliveries. 

With what appears to be a better oppor- 
tunity for display merchandising, what with 
greater sales volume and larger display ap- 
propriations, the display profession should 
accept the situation as an opportunity to 
demonstrate more effectively than ever be- 
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fore the important influence of display in 
the entire merchandising program. If greater 
thought is given to the coordination of dis- 
play for the exterior, the interior and the 
show window, display will assume a higher 
place in the esteem of retailers generally 
and the resulting attitude should have a 
lasting effect on future display operations. 


Heer Produced Interesting 
Sport Mural 


Jean Heer, Madison Square Displays, 
New York, had a tough job to do; not that 
a tough problem bothered him particularly. 
The Academy of Sports of the New York 
World’s Fair required a mural type of dis- 
play which would attract attention to its 
exhibition and at the same time be indicative 
of its character. The space involved was 
80 feet long and 14 feet wide. 

As was to be expected in such a mural 
Heer packed it full of action. There are 
scores of figures participating in all kinds 
football, 
It is a color- 


of sports—polo, baseball, hockey, 
skiing and all the rest of it. 
ful, exciting thing, surmounted by the leg 
end, “Academy of Sports.” 

The mural was painted directly upon 
Strong-Bilt panels, which were 
mounted on a wooden frame. Heer chose 
this material because it is rigid and strong 
and will not warp and buckle. The material 
is pre-sized and made ready for paint at the 
factory. Inasmuch as the display was for 
exterior use, the panels were thoroughly 
covered with varnish after the art work 
was completed. 


Upson 


Basket Picnic For 


Cleveland Club 

A fine attendance is reported for the first 
basket picnic held by the Cleveland Display 
Club. A hilarious program kept the display- 
men in fine fettle until a late hour. In- 
cluded among the sports were a_ baseball 
game, races, millinery head throwing con- 
test, bingo, dancing, swimming, and a dozen 
or so impromptu contests such as the one 
for the displayman wearing the “loudest” 
sport shirt. The affair was held Sunday, 
August 25, at Fell Lake park. 

The regular meeting for August took 
place on the 9th, at the Allertlon hotel. 





—_—~y-~ 


Spot. 











—This attractive sports mural by Jean Heer won much praise— 
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kocks f Veunlain 
SNOWFLAKES 





Packed in 80-Pound Bags 


$7.95 


Covers about 80 sq. ft., 1 inch thick. 
Will not crush. Easy to use. 
PUTS THE OUTSIDE WINTER 

ATMOSPHERE IN YOUR DISPLAYS 

Send Your Order Today to 


GENERAL DISPLAY CORP. 


CAREW TOWER CINCINNATI, OHIO 





















































ISPLAY NETTING! 








PP 
Also KNOTTED FISH NETS: TARLATANES & BUCKRAMS 


MILLBURN MILLS, INC. 


43 LEONARD STREET, NEW YORK, N.Y 
In CHICAGO, 223 W. JACKSON BLV'D 





























GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof 

When you attend the New York World’s 
Fair be sure to see our New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 


Manufactured by FRIEDRICH. & DIMMOCK 
Factory: Millvi N 
New York Representative: 7 E "42nd. ‘st. » New York 








THAYER & CSDEER AIRBRUSH 


“THAYER ¢ CHANDLER | 
910 W.VAN BUREN: ST., _CHICAGO.ILL. 
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File Your Copies with this 


BINDER 


A CLICK AND MAGAZINES 
ARE BOUND 































O OUR many thousands of sub- 

scribers who have wished for an 
inexpensive way of binding and pre- 
serving their copies of DISPLAY 
WORLD we offer the new and 
beautiful PERMO BINDER to fill this 
very definite need. The binder is 
simple to use. No punching or mar- 
ring of magazines necessary. A click 
and the magazine is in... and with 
a patented construction any issue 
can be quickly and easily removed 
without disturbing the other maga- 
zines in the binder. One binder 
holds 12 issues. 



















In addition to their practical use 
PERMO BINDERS are so handsome 
in appearance that they turn your 
magazines into de luxe library edi- 
tions of beautifully bound books. In 
your bookcase or on the library 
table, whether in the home or office, 
PERMO-BOUND magazines are fit- 
ting companions for your rarest edi- 
tions. 













Send check for $1.50 for each 
binder desired, $1.75 foreign. 


DISPLAY WORLD 


Cincinnati, Ohio 
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Question: Where can we buy the “foot- 
lights,” also the pedestal multi-angle reflector 
that you describe in the article by C. T. 
Masterson in the June issue of DISPLAY 
WORLD. Also how much fluorescent light- 
ing would you advise for a window 10 feet 
high, 10 feet in length, and 3% feet in depth? 
We have seven windows of that size.—Tulsa. 

Answer: The name and address of the 
manufacturers of the multi-angle reflector 
have been sent you... . The footlight illus- 
trated was a special small metal channel bent 
to take the sockets and wiring. The auxili- 
aries are bulky and should be located below 
or behind the window. <A data sheet has 
been sent you which gives all the necessary 
information in regard to size, types, and costs 
of fluorescent lighting equipment. You can 
have your own channel bent up and use stand- 
ard fluorescent reflectors, such as made by a 
number of firms. They also can supply 
metal channel, about 14% by 2% inches, espe- 
cially prepared to take the smaller individual 
lamp auxiliary, sockets, and wire. . . . In 
regard to your 10-foot window, we suggest 
that you use two units each having four 48- 
inch fluorescent lamps. This will give you 
about 100 foot-candles on the floor of the 
window. 


Question: Where can we obtain one of the 
old wagon wheels which are being used by 
so many stores?—Durham, N. C. 

Answer: You might try at a local black- 
smith shop, if one still exists. As an alter- 
native, you might buy a new wagon wheel 
and give it the effect of age. You can pur- 
chase such wheels from the following: Gar- 
land Wagon Company, 731 Elysian Field 
avenue, New Orleans; Lansing Company, 
660 N. Cedar street, Lansing; Holt Brothers 
Company, Concord, N. H.; St. Mary’s Wheel 
& Spoke Company, St. Mary's, Ohio. 


Question: How are the changing colors 
and the effect of motion obtained through 
the use of Polaroid? 

Answer: Without attempting a lengthy 
scientfic explanation, the following describes 
the procedure followed: Several sheets of 
clear cellophane are placed between two 
discs of Polaroid. The sheets are then re- 
volved by a motor and illuminated from the 
rear. The Polaroid breaks up the light into 
brilliant colors, which can be made to ‘flow” 
as desired when the device or illustration is 
laid out by one thoroughly familiar with the 
method. The “motion” is purely an optical 
illusion, but very effective. Securing beau- 
tiful color effects is not difficult: it is mak- 
ing them conform to the pattern and action 
desired that calls for expert treatment. 


Question: We noticed in a recent reply in 
“Questions and Answers” you gave instruc- 
tions for machining and bending plastics. 
We find that whenever we try to drill plas- 
tic we have considerable trouble with the 
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material slipping around. What can we 
to overcome this?—New York City. 

Answer: Clamp a piece of wood to t 
drill-press table and give it several coais 
of rubber cement. After it dries, the wood 
provides a non-slip surface. 


Question: How should cellulose acetite 
plastics be cemented together ?—Memphis 

Answer: Apply a liberal coat of acetat: 
plastic cement to one of the pieces to ! 
welded together. Light weight pieces can 
be held together with the hands until the 
cement sets. Use padded clamps for heavier 
gauges and let set for fifteen minutes. 


New Constitution And Name 
For Chicago Club 

As the result of action taken at its grand 
opening meeting, Monday evening, Septem- 
ber 9, at the Hotel Sherman, the Chicago 
Display Club will hereafter be known as 
the Chicago Sales Promotion Club. Ther: 
was quite a lively discussion with referenc« 
to the change in name and the new name 
was adopted by a very close margin. 


This was followed by the report of th 
committee on a new constitution, this com- 
mittee consisting of Perry Smith, Harold 
Wilson, Carl Gestrine, William Cahill, J. J. 
Sullivan, and L. J. Dwiggins. The new con- 
stitution provides for a more business-like 
handling of club affairs and the conduct of 
all meetings in accordance with the best 
parliamentary procedure. Another important 
provision requires that all elective officers 
and heads of committees must be display- 
men. The committee, appointed by Presi- 
dent George Hermanson more than_ thre 
months previously, did a very thorough and 
commendable job. The new constitution was 
adopted. 

The aims and purposes of the club are set 
forth in the new constitution as follows 
“It shall be the aim of the club to enhances 
the integrity of the profession, promote good 
fellowship among the members, assist in em 
ployment placement and generally promote 
the best interests of those engaged in dis 
play sales promotion.” 

President Hermanson announced that all 
committees would be appointed without de 
lay and every effort will be made to provide 
a series of meetings that will encourage a 
more general participation of the members 
in club activities. 

Chicago will be hosts to the 1941 conven 
tion of the International Association of Dis 
play Men and the appointment of a conven 
tion committee necessarily awaits the desig- 
nation of the convention chairman. General 
interest was shown in the convention and 
displaymen can look forward to a convention 
equal to any previously held. 

The highlight of the meeting was an ad 
dress by Joe Meek, executive secretary, 
Illinois Federation of Retail Associations, 
on the subject, “What Merchants Have Told 
Me About Displaymen.” Meek came to the 
club with a fine reputation as a speaker and 
his rousing talk put over the importanc: 
and value of organization. It was a treat 
for all who heard him and his messagi 
should influence a greater interest of Chi 
cago displaymen in their organization. 
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Kash Received Cordially 
On His Tour 

R. C. Kash, editor DISPLAY WORLD, 
has now completed more than half of his 
planned tour of the West, South, and South- 
east, during which he is visiting with the 
displaymen in most of the major cities. He 
reports a most cordial 
where, luncheon meetings having been ar- 
ranged in most cities. Most gratifying are 
his reports that the enthusiasm aroused has 
prompted the urge for the formation of ac- 
tive display clubs and the closer mingling of 
displaymen in their localities. A complete 
report of his extensive tour will be reported 
in the October issue. 


reception every- 


"Short Talks On Display" 


Now Available 

DISPLAY WORLD has available 
short talks on 
copies of which may be had gratis on re- 
quest. The were prepared for 
radio presentation, requiring from seven to 
eight minutes each to deliver, but are read- 
ily adaptable for other occasions. Among 


seven 
various phases of display, 


addresses 


DISPLAY WORLD 


the subjects covered are “Display and its 
Relation to “How a Manufac- 
turer Plans and Promotes Display ;” 
hind the Display Scenes;” “How a Depart- 
ment Store Plans Display Promotions.” 


Jusiness ;” 
“Be- 


Walters Establishes Service 
In New York 

Jerome E. Walters, until recently display 
director for Namm’s, Brooklyn, has estab- 
lished a display service business at 1265 
Broadway, New York. 


Attractive Brochure On 
Christmas Materials 


Bulkley, Dunton & Co., 295 Madison ave- 
nue, New York, has just issued an attractive 
brochure describing their complete line of 
Christmas display materials under the title, 
“Design Folio.” Illustrated and 
are the various new designs on Aluminite 
and Bulkton Seamless, including the 
crystal Star Clusters and crystal Pine Cones 


described 
new 


designs. 


by Anthony Brinker 





The DISPLAY PARADE 
you've one pone 
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THANKS, 
WENDELL ! 


0 ee. see ~ 
HIS BOSS FOR THE PAST SEVEN 
YEARS HAS BEEN WENDELL L. 
WILLKIE..... THEY ARE CLOSE 
PERSONAL FRIENDS........ 


MARRIED, HAS TWO Boys AND Two 
GIRLS_ BORN, 1896 BATTLE CREEK, MICH. 





























MAINTAINS OFFICE AND HOME 
AT JACKSON, MI\CH.— DIRECTS 
DISPLAY FOR 10 LARGE UTILITY 
COMPANIES,..... HAS BEEN 22 
YEARS IN DISPLAY.....-.... 





7 DISPLAY eae 


a iN THE COMMONWEALTH §- 
A SOUTHERN CORP., 
i. JACKSON, MICH. 


\8 YEARS WITH PRESENT AND 
PREDECESSOR UTILITY COMPANIES 
AS DISPLAY DIRECTOR........ 
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OPPORTUNITY EXCHANGE 








FOR SALE 


Ten Outstanding Christmas Toy Win- 
dows created by a famous art studio. 
One large corner window. All in perfect 
mechanical condition. Are crated and 
will sacrifice for a quick sale. 


Address M. SWANDER 
YOUNKER BROS. 
Des Moines, Iowa 





ATTENTION, JOBBERS 
OF 
DISPLAY MERCHANDISE 


Well-known manufacturer of artificial 
flowers and novelty displays wants to 
make contact for representing their line 
in your territory. Write, mentioning 
cities you cover. 

Address 


“PROFITS” 
Room 1101, care DISPLAY WORLD 
175 Fifth Avenue New York City 











DISTRIBUTOR AVAILABLE 


Established Sales Organization contact- 
ing display trade in metropolitan Chicago 
area desires additional articles of merit 
for exclusive distribution. References 
gladly furnished. 


“BOX C. D. G.” 


CARE DISPLAY WORLD 





FOR SALE 


OLD KING COLE CHRISTMAS 
DISPLAY 


Fourteen animated figures. Good condi- 
tion. One of the nation’s greatest crowd- 
getting displays. Full of life, color and 
laughter. A treat for the young and old. 
Priced $875, f. o. b. Spokane. Shipping 
weight approximately 1,800 pounds. For 
photo and information write 


TULL & GIBBS 


Spokane - - Washington 








DISPLAYMEN STUDY ART—Nevw, practical, 
inexpensive Correspondence Courses in the art 
of making Scenic Displaywindow Backgrounds, 
Panels, Posters, Cut Outs, Dioramas, etc. Of 
greatest value to display men. 50% reduction 
in rates to profession. Literature for stamp. 


ENKEBOLL SCHOOL OF APPLIED ARTS 
Enkeboll Bldg., 5313-17 N. 27th St., Omaha, Neb. 





WANTED 


Display 
Material Salesman 
and 
Free Lance 
Window Trimmers 


Nationally known manufacturer of cata 
logued, well-known line of Background 
and Interior Display Materials offers you 
an opportunity to easily increase your 
earnings. Write particulars about your 
territory and clientele. 


Address “*M. R.” 


Care DISPLAY WORLD 

















CHRISTMAS MECHANICAL UNIT 
Complete scenic railway, with 5 double seated 
cars 9 ft. long, 5 ft. wide, and 6 ft. high. Runs 
perfectly—lots of action. Cost $600 to build; 
Will sell for $100 f. o. b. Trenton. Write for 
details and photo. 


SWERN & COMPANY 
Att.: John Scott Trenton, N. J. 


Attention of Display Directors 


Experienced Displayman 


Seeks position on display staff of a large de- 
partment store; fully qualified, by real ability 
and wide experience, with high-grade and popu- 
lar-priced dept. stores; competent to produce 
any type display; handle all lines; a reliable 
man who is willing to assume unlimited re- 
sponsibilities; is efficient and handles merchan- 
dise in a neat, careful manner. Write for fur- 
ther information or personal interview. 


Address “F. W.” 


Care DISPLAY WORLD 

















HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.” Write for information. 


WILL H. BATES, Box 101, Ellsworth, III. 








DISTRIBUTORS AND SALESMEN 
Wanted For 


PLASTIC CARD HOLDERS 


The attractive and modern accessory for every 
display. Write for samples and prices. 


TRANSPOSTER SERVICE 
729 Boylston St. 


Boston, Mass. 











ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _§ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 


MECHANICAL 
CHRISTMAS UNITS 


Dolls—Gnomes—Clowns 
“DISPLAYMORE” changing panel ma- 
chine —displays both sides —12 panels, 
making 24 panel showing. Excellent 
Christmas attraction. 


For information write to 


CHARLES DINLOCKER 


266 South Van Pelt Street 
Philadelphia, Pa. 








SALESMEN WANTED 
To handle well-known line of display fab- 
rics and specialties direct from manufac- 
turer. Attractive commissions. 
Address “M, A.” 
Care DISPLAY WORLD 











POSITION WANTED 
By expert displayman, card writer and_ back- 
ground designer. 15 yrs. European and American 
experience. Now employed in Miama, Fla. Expe- 
rienced in all types of merchandise. Moderate 
salary. Will go anywhere. References furnished. 


Address “P, F.” 
Care DISPLAY WORLD 











COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW-9. 








WINDOW TRIMMER 


seeks connection, thoroughly modern displays of 
men’s clothing, haberdashery, with progressive 
store. Possesses creative ability; energetic. 
Will travel anywhere. 

Address “DISPLAYS,” BOX 101 
2564 Broadway New York City 














Display Woman & Window Dresser—A graduate 
of the New York School of Display in all phases 
of display. Have original ideas, ambitious, will 
ing to start as assistant in position with a 


future. Also willing to travel. Experience, 
free lance; also winner of International Silver 
Display contest. Address ‘A. ~ ae care 


DISPLAY WORLD. 











Want A Better Job? Learn Window and Store 
Display; Industrial, Exhibition, Background 
Design; Retail Sales Promotion; Advertising 
Copy and Layout). Courses for beginners and 
protessionals. Individual, practical training. 
Placement opportunities. Booklet “DW.” 


DISPLAY INSTITUTE 


3 East 44th St., New York MUrray Hill 2-5567 











WANTED 


Unusual attention compelling motion dis- 
play for toy and other Christmas Dis- 
plays. Want sets that have been used, 
but in excellent condition. Send photos 


and details. O. FALK’S, Tampa, Fla. 





USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 





















$2.00 Per Column Inch — CASH WITH ORDER 
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Motion In Fifth Avenue 
Windows Approved 

In view of the fact that the current 
Franklin Simon window display has aroused 
so much comment, it was stated at the 
ofices of The Fifth Avenue Association to- 
day, that the association, through its Depart- 
ment of Window Display Standards, had ap- 
proved such display: 

“In the interest of Fifth avenue and its 
preservation, the association stated that it 
stands firmly against motion as it is gen- 
erally used in window displays, in the form 
of mechanical devices, live models, animated 
mannequins and figures, motion picture ma- 
chines, turnstiles, revolving platforms, live 
demonstrations showing the method of man- 
ufacturing merchandise, etc., as being detri- 
mental to the reputation—and the future of 

-the Fifth avenue section. 

“However, the association, realizing the ad- 
vance that has been made in the art of win- 
dow display technique in the past few years, 
that has resulted in utilizing motion in such 
ways as to achieve extremely artistic and 
attractive effects, has caused the association 
after careful study and upon action of its 
board of directors not to disapprove motion 
if it is properly controlled and used in such 
a way as is not necessarily harmful to Fifth 
avenue, 

“Even the most advanced ideas in the use 
of motion in window displays and its arts 
and the theory of our experts in window 
displays will agree with The Fifth Avenue 
Association that motion, if indiscriminately 
used, and not controlled, will prove detri- 
mental in the end, not only to the store using 
it but to the avenue itself. 

“With that end in view and as an aid to 
all stores in keeping and maintaining mo- 
tion under control for the common good of 
all stores, and to protect and keep intact 
the character and future of Fifth avenue, the 
association has laid down rules and regula- 
tions affecting motion in window displays 
so as to achieve extremely artistic and at- 
tractive effects. 

“Therefore, The Fifth Avenue Association, 
believing that the Franklin Simon display 
has been done in good taste—that it is novel 
and produces an artistic effect all in keeping 
with the character and dignity of Fifth ave- 
nue, does give its approval to this display.” 


BACK-TO-SCHOOL IS THEME IN 
LOS ANGELES WINDOWS 
[Continued from page 11] 
suede sandals equals one date costume. This 
is the formula for tops in collegiate women’s 
wear. There are three mannequins in the 
window; one wore an afternoon dress, an- 
other an evening dress, and a girl stepping 
out of the notebook is dressed exactly to 

the formula the page describes. 

College Bazaar is the title for the next 
window by John E. Cooke of Coulter's. This 
corner window was filled with school life 
atmosphere. On the background was a photo 
enlargement of one of the local colleges, 
running from window top to bottom was a 
huge pencil, and neatly arranged around a 
pedestal in the rear is a ring of eight col- 
leges’ pennants. Three young lady manne- 
quins, all dressed differently, wear collegiate 
fas ions. Two wear the new high socks. 
Litt le cut-out figures were dotted 


paper 
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Brilliant Silver or Pure White. 
decorative purposes. 


from 3 feet to 12 feet. 
shedding needles. 
ever offered for display use. 


190 MONROE AVE. 





put tre NATURAL 


Holiday Atmosphere Into Your Displays With 


WONDERLAND TREES 


Beautiful, attention-arresting effects are possible because WONDERLAND TREES 
are available in beautiful color combinations, including Brilliant Gold Bronze, 
Also in water color combinations for special 


These trees are Michigan White Pine and Norway Scotch Pine, ranging in size 
GUARANTEED to stand up for five or six months without 
That is why they are superior to any natural evergreens 


You'll Marvel at the Beauty of These Trees 
Write at once for Full Information 


LAKE SHORE TERRACE CORPORATION 


GRAND RAPIDS, MICH. 


Distributed nationally, except in Michigan, by 
Adler-Jones Co., 521 S. Wabash Ave., Chicago 





around the scene suggesting the vacation 
times that were left behind. 

The last window is by Stuart Raymond 
A slate reads, 


fashion 


of the Broadway Downtown. 
“Put plaids and stripes on 
curriculum.” The window card reads, “It’s 
smart to sew your own plaid and striped 
dress for high school and college.” On the 
slate were drawn two little figures of girls 
wearing outfits of the two types of material. 
At one is a suitcase, a large pen, a 
world globe and books. Bolts of the plaid 
material are suspended from one corner of 


your 


side 


the window and draped across to the center. 
The striped material runs straight up the 
and outward to the foreground. A 
mannequin at one side is dressed in an all- 


back 
plaid dress. 


Palotta Appointed Displayman 
At Rich's 

Rich’s, Inc., Atlanta, Ga., 
the appointment of Frank Palotta as display 
Palotta from New York 
where he operated as a display consultant. 
The position at Rich's has been open since 
Edgar Lieberman resigned recently. 


have announced 


manager. comes 


Old King Cole Moves 
New York Office 

Old King Cole, Ind., Canton, Ohio, an- 
nounce the removal of their New York office 
to 354 Fourth avenue, with George C. Wille 
in charge. A complete line of animated at- 
tractions is now on display, featuring Walt 
Disney, Superman and Night Before Christ- 
mas. 








145 to 151 
W. 18th St. 
New York 


Write tor New 
Zatalogue “D” 


——_____. 





NEW! ALL-PURPOSE FORMS 
super-styled 


to sell more 
Dresses, Corsets, x 
Suits, Coats, \ 
Blouses, Skirts. 












fits on your present standards! 


$4. 75 EACH 


Orders Accompanied by 
Check Shipped Prepaid 


Patent Pending 





You'll Sell More with | 
All-Purpose Forms | 


—they stylize and slen- 
derize garments from 
the bottom up! 


ORDER NOW—WRITE FOR FOLDER *’D” 


THE DISPLAY EQUIPMENT CORP. 


147 W. 37th St., New York BRyant 9-8450 

















THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 
736 BROADWAY NEW YORK CITY 







































Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 

] Natural Foliage 

] Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

] Show Case Lighting 

_) Signs—Card Holders 
[}] Signs—Brass—Bronze 
C} Signs—Electric 

Sleeve Forms 

Stencil Outfits 

} Stock Posters 

} Store Designing 

Store Fronts 

(_] Tackers 

(] Time Switches 

[) Turntables 

{) Valances 

[) Wall Board 

5 Window Lighting 


C) Do you wish a copy of their catalogue? 
[] Do you plan to remodel your store soon? 
{) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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SEPTEMBER, 


Managers Club of 


The Display America 
met in New York City. Three new members 
were elected—Andrew D. Hopkins, Gimbel 
3rothers; F. M. Lurz, O’Neill’s, and Carl A. 
Kronitz, Stewart & Co., all of Baltimore. 

W. F. Ried became display manager for 
The Parisian, Kansas City, Mo. He had for- 
merly been with W. & A. Bacon Company, 
3oston, in a similar position. 

A “Committee of 100” was organized for 
the International Association of Display Men 
under the direction of A. J. Edgell, president, 
with its purpose the establishment of more 
local display clubs. Seventy-five of the com- 
mittee were to be from the United States and 
twenty-five from Canada. E. J. “Jim” Berg, 
Burgess-Nash Company, Omaha, was to head 
the group. 

Lewis Enos, who had been assistant display 
manager for Marston’s, San Diego, was made 
display manager for S. H. Price Company of 
the same city. 

Clark Millspaugh, formerly with The Cres- 
cent, Spokane, became display manager of the 
Paris Dry Goods Company, Great Falls, Mont. 

The Kansas City Association of Display 
Men was formed in the Missouri city with 
EK. W. Grey, Jones Store Company, as presi- 
dent. Other officers were A. I. Butterworth, 
John Taylor Dry Goods Company, 
dent and secretary, and H. G. 
Berkson Brothers, treasurer, 


vice-presi- 
Stephenson, 


SEPTEMBER, 1930 
The Pacific Coast Association of Display 
Men convention was held at Seattle, with 
President A. O. Hewitt, Ben Selling Com- 
pany, Portland, in the chair. A good attend- 
Fritz von Schmidt, Lip- 
Portland, won the photo- 


ance was reported. 


man Wolfe & Co., 


graph contest award, while a gold wrist 
watch was presented to Ralph Pfister, Mac- 
Dougall-Southwick Company, Seattle, for the 


most unusual display. At the election of off- 
cers Fred J. Portmann, Turrell Shoe Com- 
pany, Seattle, was named president; W. W. 
The Emporium, San Francisco, first 
Davis, Charles F. 
second vice-presi- 


Rowley, 
vice-president ; De Lyal J. 
Berg Company, Portland, 
dent; Walter Henry Birk Company, 
Vancouver, B. C., third vice-president ; 
Adrian Delsman, Frederick & Nelson, Seattle, 
secretary-treasurer. 

Michael Stransky was appointed display 
manager of The Golden Rule, St. Paul, suc- 
ceeding Carl Oakland. 

Lothar F. Dittmar, who had been in charge 
of display for Ernst Kern & Co., Detroit, 
became assistant to the general manager and 
vice-president of Hahne & Co., Newark. 

Paul Wertz left A. Livingston & Sons, 
Bloomington, IIl., to become display manager 
of the new Wieboldt’s store at 63d and Hal- 
sted, Chicago. Hugh A. Henry, Donenfeld’s, 
Dayton, took over at Livingston’s. 

V. M. Smith, formerly with William Fil- 
ene’s Sons Company, Boston, joined Barnard, 
Sumner & Putnam, Worcester, as display 
manager. 
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Do You know the tt ti 
D | Fir Pl d b inished ? 
OUugias Fir Ywood can ve jinisned : 
Every displayman should 
have free finishing booklet! 
@ Douglas Fir Plywood’s large size, 
great strength, lightness and workability 
make it the right answer to almost every 
one of your display problems. Its recep- 
tiveness to avy finish makes it the right 
| answer, too, when you say, “I've got to 
| have a new effect. 
| You can bring out the distinctive ply- 
wood grain or you can cover it. You can 
paint plywood or use plastic finishes on 
: it. By applying canvas or muslin first, 
you can get perfect enamel finishes. You 
can paper it. But no matter what you do, 
you can always salvage plywood for 
many other uses... refinish it... and 
3 aa : 
still have it look as smart as when new. 
: Order a good stock now of PLYW ALL, 
2 the wallboard grade of Douglas Fir Ply- 
? wood, from your dealer. For outdoor 
: work, order EXT-DFPA, the type of 
plywood made with water-proof glue 
5 for permanent exposure to the elements. 
. @ Write today for FREE booklet “How to 
i.) finish Plywood,” also “How your store can 
5 use Douglas Fir Plywood,” by A. E. Hurst. 
7 Address Douglas Fir Plywood Association, 
9 Tacoma Building, Tacoma, Washington. 
+3 P 
33 
7 
97 
10 | 
+! How to apply canvas or muslin over Plywall 
er for enamel finishes 
55 : ‘ 
] For glossy-smooth, seamless enameled walls or displays, 
54 * cover the Plywall with canvas or inexpensive unbleached 
47 muslin (the grade known as Tobacco Cloth is proper weight) 
before enameling. First fill all nail holes, hammer marks and 
55 joints with Swedish putty .. . Then prime the Plywall with 
45 thin white oil paint. Over this hang canvas with regular wall- 
44 paper paste (which has been strained to remove lumps). 
42 Overlap canvas 3/4” to 1” 
50 2 After edges have been overlapped, draw a sharp razor 
50 *blade down the center of the overlap. 
43 
56 3 Next remove the narrow 
2\ *cutcoff strips from both 
35 pieces of canvas. 
4\ 
39 4 The two pieces of canvas 
44 * will now meet in a pertect 
| joint—a joint that will smooth 
4\ q A beautiful effect for model rooms down to leave no bumps or 
‘ imperfections to show through 
“4 4 or window backgrounds the enamel coats. When paste 
48 j Douglas Fir Plywood is truly beautiful when you os cry, apply 2 _— of glue 
subdue the grain contrast yet preserve the natural —— I — e cick yrnnng 2 
43 beauty of the wood. Several easy methods of —_ with I titul —_ lee 
42 : jetting this effect are described in the free finish- PPS Wis SSR: SEM 
- ng booklet, along with the tested formulae. 
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FOR WINDOWS AND INTERIORS... 
DISPLAY PLAQUES OF 


MONSANTO PLASTICS! 


Plastics in the form of sheets, rods or tubes 
have long been used for effective display pur- 
poses. But now comes a new development, 
using Monsanto Phenolic Resin, which holds 
scores of new opportunities for the display 
manufacturer—the production of perfectly form- 
ed castings with a minimum investment in 
tools or dies! 

In easily made latex molds, liquid phenolic 
resin is poured with a suitable accelerator which 
causes it to harden in a short time. Complex 
surface contours and undercuts present no prob- 
lem as the mold can be readily stripped from 
the casting when complete. Castings can be 
made translucent, or in a range of through and 
through colors. For special effects, finished 
articles can be sprayed or lacquered. 

The plaques at left were designed and pro- 
duced by W. L. Stensgaard and Associates, 
Chicago, utilizing Monsanto Cast Phenolic 
Resin. They are finding applications on doors 
and walls, for dining room or bar decorations, 
for window displays. Lighted from behind, 
they have an attractive appearance which attracts 
outstanding comment and attention. 

For unusual effects in your displays, look 
into the possibilities of plastics, whether it be 
phenolic resin or any of the other Monsanto 
Plastics. For further information, inquire: 
MONSANTO CHEMICAL COMPANY, Plastics Divi- 
sion, Springfield, Massachusetts. District Offices: 
New York, Chicago, Detroit, St. Louis, Birmingham, 
Los Angeles, San Francisco, Montreal. 





MONSANTO PLASTICS 
Cellulose Acetate + Cellulose Nitrate 
Cast Phenolic Resin - Vinyl Acetal - Polystyrene 
Resinox Phenolic Compounds « Lacquer Cotton 


Sheets - Rods - Tubes - Molding Compounds - Castings 
Vuepak Rigid Transparent Packaging Materials 
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